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Rough Proofs 


“You can still be a natural blonde 
with Marchand’s.” If nature won't, 
Marchand’s will. 


7  F 


AT&T’s advertising appropria- 
tions of $68,006,000 from 1922 to 1935, 
even the FCC will admit, certainly 
caused a lot of talk. 
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Paul Garrett says the public rela- 
tions policies of most companies are 
“unbelievably stupid.” It’s only the 
enterprises directly concerned who 
won't believe it. 
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Even the most optimistic manu- 
facturer is willing to admit his poli- 
cies may be wrong when he finds 
himself in a corner wearing a dunce’s 
cap. 
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Borden and Busse claim infringe- 
ment of their film, “How to Win a 
Sales Argument.” Before going into 
court, they’ll probably arrange for a 
private showing. 
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Samuel Goldwyn says the public 
used to be afraid “B” pictures might 
be sour, but now both “A” and “B” 
have “los@™their vitamins. Maybe 
Grade A, at least, should be put 
through the pasteurizer. 


Giants’ fans protested when a 
game was “called on account of 
rain” to produce a synthetic bargain 
day. The baseball industry is merely 
trying out the possibilities of the 
double feature. 


i Me 


“It’s the big fellows, with few ex- 
ceptions, who are scared today,” says 
L. R. Boulware. And if you think 
they are seared today, just take a 
peek at ’em tonight. 
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The trouble with the big fellows 
is that they are just as much con- 
cerned about a drop in the stock 
market as a drop in the sales curve. 
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Dr. Moulton says that business is 
slumping because wage rates are out 
of line with prices. All right, doc., 
let's start by reducing the wage rates 
tor Class A economists. 


+, = 


What labor leader will have the 
‘Olrage to tell his dues-paying cus- 
‘tomers that you don’t pay the 
Stocery bill with wage rates, but 


Wages? 
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. Gillette is now advertising a brush- 
ey soap as a logical defense against 
‘© looming threat of a razorless 


Saye 
+ . & 
They're coming down the stretch, 


“ Sande is still booting those 
“oles home! 


Copy Cur. 


ANPA MEETING 
CONCLUDES ON 
CONFIDENT NOTE 


(Pictures on Page 31) 

New York, April 29—With a 
united front hailed as “an accom- 
plished fact,” the American Newspa- 
per Publishers Association today 
ended its 52nd annual convention, 
convinced after four days of delib- 
eration, that the road ahead for 
newspapers lies in a cooperative sell- 
ing job to regain lost volume and to 
stimulate new business. The sessions 
also brought forth denunciation of 
“linage raids” by competing media, 
particularly radio, and concern over 
the growing threat of the motion pic- 
ture screen as a new advertising me- 
dium. 

Highlights of the advertising side 
of the convention included the fol- 
lowing: 

1. Presentation of the annual Bu- 
reau of Advertising report which re- 
vealed rapid progress in the expan- 
sion drive, with a membership jump 
from 340 to over 570 in three months. 

2. An analysis of radio and screen 
competition by Frank E. Tripp, gen- 
eral manager, Gannett Newspapers. 
(Page 6.) 

3. Appearance at the convention, 
for the first time, of three well 
known agency executives who pre- 
sented their views on media problems 
and offered suggestions for strength- 
ening newspapers’ position. The 
speakers were William G. Palmer, 
vice-president, J. Walter Thompson 
Company; Roy S. Durstine, presi- 
dent, BBDO; and Edward R. Dun- 
ning, vice-president, N. W. Ayer & 
Son. 

The note of unity struck as the 
convention neared its end was mani- 
fested by the re-election of the staff 
of officers, headed by James G. Stahl- 
man, Nashville Banner, and Mr. 

(Continued on Page 28) 


Mason is Head 


of Newspaper 
Promotioneers 


New York, April 28—Kenneth 
Mason, New York Sun, was elected 
president of the National Newspaper 
Promotion Association at the closing 
session today, succeeding Elsa Lang, 
New York Herald Tribune, who be- 
comes a director. 

Vernon CC. Myers, Des Moines 
Register and Tribune, was elected 
vice-president and Donald McWain, 
Louisville Courier-Journal, secretary. 
Ivan Veit, New York Times, was re- 
elected treasurer. 

Other new directors are Jacob 
Albert, Detroit News; Charles L. 
Baum, Journal, Portland, Oreg.; W. 
J. Byrnes, Chicago Tribune, and Ken- 
neth Seibert, Providence Journal and 
Bulletin, 


DIRECT 
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Pan we Seach 
Fundamentals 
of Advertising 


New York, April 27-—The Ameri- 
can Association of Advertising Agen- 
cies this week announced details of 
a new effort to educate consumers 
and business men generally on the 
fundamental values of advertising 
through the preparation and distribu- 
tion of a series. of advertisements 
telling the basic story of advertising 
and its uses in simple, understand- 
able terms. 

The series was developed and writ- 
ten by G. Lynn Sumner, president, G. 
Lynn Sumner Company, who ex- 
plained the purpose of the advertise- 
ments to Four A’s members and 
guests at that organization’s annual 
meeting last week. Advertising’s 
story is presented in primer form, 
with interest revolving around two 
characters, Od, who endeavors to de- 
velop a successful business without 
advertising, and Ad, who makes ef- 


fective use of sound advertising 
methods. 
Each story in the series, which 


will consist of about 50 advertise- 
ments, is devoted to one field of busi- 
ness. The first, entitled “The Story 
of Od and Ad and the Tomatoes,” 
shows the function of advertising in 
developing low-cost distribution of 
packaged foods. Other stories will 
take Od and Ad into other note- 
worthy fields of mass production and 
(Continued on Page 6) 


Hirestra Files 
$1,000,000 Suit 
Against A.M.A. 


New York, April 27.—A denuncia- 
tory attack by the American Medi- 
cal Association against a nationally 
advertised product had violent reper- 
cussions here this week as Hirestra 
Laboratories, Inc., filed suit in the 
New York Supreme Court against the 
association and Dr. Morris Fishbein, 
demanding $1,000,000 damages for 
“the publication of libelous and de- 
famatory statements” about Endo- 
creme face cream. 

The complaint alleged that the de- 
fendants, in statements made to in- 
quiring consumers and the press, and 
in an editorial appearing in the Jour- 
nal of the American Medical Associa- 
tion April 9, falsely and malicious- 
ly charged that the indiscriminate 
use of Endocreme might lead to glan- 
dular disturbances and create a con- 
dition favorable to cancer. 

The present series of charges and 
counter charges marks the latest de- 
velopment in the story of Hirestra 
Laboratories, which first marketed 
Endocreme in May, 1937, grossed 
$167,000 in 11 months and was sell- 
ing the cosmetic at the rate of $30,- 
000 a month, it asserts, when the edi- 
torial appeared. 


Was Magazine Success 


The cornerstone of Endocreme’s 
marketing success was a magazine 
campaign prepared by N. W. Ayer & 
Son, Inc., in Good Housekeeping, 
Harper's Bazaar, The New Yorker, 
Stage, Vogue, and Woman’s Home 
Companion. Monthly pages featured 
a beautiful woman in evening dress, 
with copy claiming both beautifying 
and rejuvenating qualities for the 
product. 

“Endocreme contains a counterpart 
of a bodily substance which promotes 
the youthful glow and tone of the 
skin in girlhood,” typical copy said. 
“This vital active substance, known 
to the clinical world as es-tra-diol, is 
absorbed through the skin. Endo- 
creme is the only beauty cream that 
contains es-tra-diol.” 

All insertions carried a picture of 
Venus which served as a background 
for the black and gold Endocreme 
jar which received a gold medal in 
the Modern Packaging show of 1937. 
The advertising also carried the seal 
of approval of the Good Housekeep- 
ing Bureau. 

Hirestra Laboratories claimed 
that at the time the editorial ap- 
peared, Endocreme had 700 outlets, 

(Continued on Page 6) 


Last Minute News Flashes 


Cleveland office, D’Arcy 


1,000-line insertions. 


New 


Seward Leaves White Motor for D’Arcy 


Cleveland, April 29.—Stanley P. Seward, advertising manager of White 
Motor Company for 15 years, resigned today to become manager of the 
Advertising Company. 
Brown, Jr., vice-president, transferred to St. Louis. 


$100,000 Appropriated for Life Insurance Week 

New York, April 29.—The 1938 Committee for Life Insurance Educa- 
tion will spend $100,000 in advertising National Life Insurance Week, 
May 9-14, through Young & Rubicam. Newspapers in 426 cities will get 


He succeeds John Y. 


Williamson, Wynkoop Get New McGraw-Hill Duties 


York, April 29.—McGraw-Hill 


Publishing Company today ap- 


| pointed M. A. Williamson publisher of Tertile World, in addition to Chemi- 


eal é Metallurgical Enginecring and Food Industries. 


N. O. Wynkoop 


was appointed publisher of American Machinist and Product Engineering, 


| in addition to Power, Mill Supplies and Industrial Selling. 
27 


| Kudner Appointed Agency for Coffee Campaign 
Washington, D. C., April 29.—Appointment of Arthur Kudner, Inc., New 
York, for the $500,000 campaign of Pan-American Coffee Bureau was an- 


| nounced at a dinner here last night. 


THREE AGENCIES 
TELL ANPA HOW 
TO SELL SPACE 


New York, April 27.—A _ signifi- 
cant departure’ from traditional 
ANPA convention procedure marked 
a special advertising session here 
today when three well known agency 
executives appeared before the as- 
sembled publishers in response to an 
invitation to present their views on 
subjects of mutual interest “without 
pulling punches.” 

The speakers—William G. Palmer, 
vice-president, J. Walter Thompson 
Company; Roy S. Durstine, presi- 
dent, Batten, Barton, Durstine & Os- 
born, Inc.; and Edward R. Dunning, 
vice-president, N. W. Ayer & Son, 
Inc.—did just that. With friendly 
candor they expressed criticism of 
newspaper advertising operations, 
and then offered specific suggestions 
regarding improvement in the rela- 
tionship between publishers, adver- 
tisers and agencies, as well as steps 
that might lead to retrieval of lost 
linage. 


Central Body Needed 


Mr. Palmer attributed “a definite 
part of the responsibility” for the 
present condition of national adver- 
tising volume in newspapers to the 
fact that no recognized central body 


newspapers in . _aling with agencies 
and advertisers. He applauded the 
“united front” ‘as a move in this di- 
rection, and asserted that basic 
research should include exploration 
of such problems as rate-making and 
rate differentials; advertising posi- 
tions, selling methods, circulation 
claims, copy censorship, local and 
national competition, local trade aids, 
and market research. 

Such a body, Mr. Palmer said, 
should possess real authority, even 
to the extent of reaching agreements 
en broad matters of national adver- 
tising policy with agencies and ad- 
vertisers. Buyers of newspaper space 
know what they are getting quanti- 
tatively, he pointed out, through the 
ABC, but more insistent is a “quali- 
tative’ analysis of circulation. Na- 
tional advertisers must know who 


subscribers are, where they live, 
what income groups they are in, 
what age groups they represent, 


what methods were used in getting 
circulation. 


Differentials Too Large 


Commenting on the widely dis- 
cussed national-local rate differential 
problem, Mr. Palmer said: 

“T am sure you understand the 
problem the newspapers present to 
the advertiser and his agent in the 
attempt to get a reasonably sound 
value for every dollar invested, when 
there is a widespread lack of uni- 
formity both in the rates charged by 
different newspapers and in the 
differential between local and na- 
tional rates. Our own media people 
tell me that currently the cost factors 
of newspapers even in exactly the 
same circulation brackets show a 
variation of from 50 to 100 per cent 
between the low and the _ high. 
Differentials between local and na- 
tional rates vary from 0 to over 200 
per cent. Differences will always 
exist, but varying costs cannot jus- 
tify the degree of difference here 
indicated.” 

This situation “is out of line with 
good business,” Mr. Palmer de- 
clared, and does not exist “to any- 
thing like the same degree in any 


exists which can effectively represent 
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ADVERTISING AGE 


May 2, 1938 


other medium which is widely used 
for national advertising.” 

As a specific example of what col- 
lective action on the part of an ad- 
vertising medium can achieve, Mr. 
Palmer cited the outdoor advertising 
industry which operates four cooper- 
ative bodies, the Outdoor Advertising 
Association, National Outdoor Ad- 
vertising Bureau, Outdoor Adver- 
tising, Inc., and the Traffic Audit 
Bureau, to care for the industry’s 
standardization, educational, selling 
and research needs. As a result out- 
door advertising made _ consistent 
gains during the past five years, the 
first quarter of 1938 being ahead of 
1937. 


More Facts Required 


Mr. Durstine emphasized the com- 
plex problem facing the agency in 
determining “how to use the four 
principal media with the least waste.” 
Today, “business engineering” must 
guide marketing practices, he de- 
clared, and four questions must be 
answered before a decision can be 
reached: Who can afford the prod- 
uct? Who are its best prospects? 
Where do they live? How can you 
reach them? 

“We must reach the greatest num- 
ber of people in all income groups, 
in proportion to the sales opportunity 
where these people live, with mini- 


f _—___— 


mum duplication per family reached, 
at the lowest possible cost,” he said. 
He told of instances in which selec- 
tion of different media becomes un- 
economic at certain points and 
offered the following suggestions “in 
the hope that they will bring the 
newspaper publisher and the agency 
closer together”: 

“1. Let’s all realize that the media 
situation has changed radically in 
the last ten years. Radio is not the 
only competitor of the newspaper. 
In these years there have come into 
being such outstanding other new 
media as Time, Fortune, Life, Look, 
Esquire, Ken, the comics, commercial 
motion pictures, True Story, the 
movie magazines, This Week, The 
American Weekly and many others. 

“2. Realizing that these new and 
successful attractions for the adver- 
tiser’s dollar have changed habits of 
thought, don’t ask us to buy space on 
tradition. Don’t tell us we should 
use a certain paper because it carries 
the greatest amount of local adver- 
tising. Don’t expect us to be bound 
by the old idea that evening papers 
all go into the home and morning 
papers never stay there. 

“3. Take another look at the old. 
old question of the differential be- 
tween national and local rates. 

“4. Let there be more pantry-shelf 
surveys. Nothing is more valuable 


to us than those made by the Minne- 
apolis Tribune, Cleveland Press, Mil- 
waukee Journal and Cincinnati Post. 
We want facts on your local market 
and these papers give them to us. 

“5. How about a local testing 
laboratory supported by all the 
papers there? The names of your 
papers and their sponsorship of a 
product would carry tremendous 
weight with the women of your 
cities. 

“6. Tell us what pages or sections 
of your paper are best read and give 
us accurate information on popu- 
larity of various features. 

“7. Why should a newspaper in 
1938 look very much as it did in 
1928? Most of the newcomers in the 
field, especially in the tabloid format, 
seem to find a ready audience. 

“8. Get behind the effort planned 
by the Bureau of Advertising and 
bring into existence an organized 
body to speak with authority for 
the newspapers of the country.” 


Durstine Justifies Selections 


In justifying the selection of each 
or all of the major advertising media 
for specific marketing problems, Mr. 
Durstine vigorously denied that the 
reason radio has grown is because 
agencies find it more profitable. 

“It’s an old story,” he said, “for 
agency men to be accused of favoring 


cel” WPT Lo 
eeert 


et 


oe: 
ening 38) 


wx 
gatet 
pot lie 


By Actual Survey, 73.4% 
of Detroit's Radio Listen- 
ers were Tuned to WWJ! 
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WW) is First in Listener Interest 


During the week of March 7, 1938, WWJ 
authorized George O. Hackett, independent 
market analyst, to make a telephone survey 
of a cross section of Detroit radio listeners. 
Of the 1,000 ealls made, 200 were during the 
noon hour; 800 in the early evening. The pur- 
pose was to determine the popularity of “Brad- 
cast,” a twice-daily news feature by C. C. 


Bradner, originating in the studios of WWJ. 


WWJ invites any advertising agency to conduct a similar survey at the Station’s expense 


WW 


National Representatives 


New York : Chicago : Detroit : Kansas City 
Son Francisco : Jacksonville 


George P. Hollingbery Company 


ert 


The findings were astonishing. More than half 
the people called were listening to their radios, 
and of ALL those listening 73.4% were tuned 
to WWJ listening to Mr. Bradner! 
CAST” has seven years of proven popularity 
behind it, and is now available for sponsorship 
for the first time. 
particulars—AT ONCE! 


“BRAD- 


Call, wire or write for 


FASHION EMBLEM 
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Symbol to be used in trade campaign 

by Cleveland Fashion Institute to pro- 

mote that city as a style center. Fred P. 

Stashower, vice-president, Lang, Fisher 
& Kirk, is in charge. 


the media on which the 
profit is made.” 

One of the most profitable cam- 
paigns an agency can handle, he said, 
is the one which goes to a long 
list of newspapers, because detailed 
handling of orders, mats and electro- 
types is done by employes who are 


not in the high salary brackets. 


greatest 


Dunning Gives Advice 


Mr. Dunning also applauded the 
“reaffirmed decision on the part of 
newspapers to promote, through the 
Bureau of Advertising, greater use of 
newspaper space through research 
and service.” He urged elimination 
of “undesirable and uneconomic com- 
petition” of newspaper against news- 
paper and added that “beefing about 
competitive media gets you not one 
step closer to the advertiser’s pocket- 
book.” 

“You must sell the product you 
have to sell for the benefit of the 
buyer and make that product increas- 
ingly better so they can’t afford to 
overlook it. That’s meeting compe- 
tition constructively. Nobody likes a 
weeper or gives him any business.” 

Mr. Dunning also recommended 
that instead of putting selling em- 
phasis on rate comparisons or circu- 
lation, newspapers should emphasize 
editorial merit. Other suggestions 


offered by Mr. Dunning regarding 
new business for newspapers in- 
cluded: 


Improvement of the editorial job; 
educational activity to raise the pub- 
lic’s esteem for both news and adver- 
tising, at the same time counteract- 
ing false impressions conveyed by 
Hollywood’s portrayal of the press; 
elimination of “commercial puffs”; 
intelligent positioning; copy censor- 
ship; and cooperation with the na- 
tional advertiser in lining up dealer 
tie-ins. 


“Ad Liberties” Bows 

Knox Reeves Advertising, Minne- 
apolis, has started publication of “Ad 
Liberties,’ a newspaper for baseball 
announcers broadcasting games spon- 
sored this season by General Mills, 
Socony-Vacuum Oil Company, B. F. 
yoodrich Company, Procter & Gam- 
ble Company and Coca-Cola Bottling 
Company. The publication will ap- 
pear every two or three weeks 
through the playing season. 


Butler Promotes Thain 


Richard J. Thain has been placed 
in charge of the new department 
store division of Butler Bros., Chi- 
cago. Mr. Thain joined the company 
two years ago after serving as adver- 
tising manager of Carson, Pirie, 
Scott & Co., wholesale, for several 
years. The new Butler division will 
serve merchandise needs of retail 
stores in the Middle West. 


Star Brewery to R&R 


Star Brewery Company, Vancouver, 
Wash., maker of Hop Gold and Silver 
Springs beer, has appointed Ruth- 
rauff & Ryan, Inc., Seattle, as its 
agency for a newspaper, radio and 
outdoor campaign. 


To Guenther-Bradi‘ord 


Edgar W. Fischer, formerly con- 
ducting his own agency in Chicago, 
has joined Guenther-Bradford & Co., 
Chicago, bringing with him the ac- 
counts previously under his direc- 
tion. 


TIRE PRODUCERS 
POOL $500,000 
IN SAFETY WEEK 


Akron, O., April 28.—Sales and ad- 
vertising managers of more than 15 
tire manufacturing companies last 
night put the finishing touches to the 
industry’s forthcoming cooperative 
campaign to promote National Tire 
Safety Week May 14-21 at a special 
meeting under auspices of the Rub- 
ber Manufacturers Association. Ap- 
proximately $500,000 will be pooled 
for an intensive campaign in 300 
newspapers, starting May 14. Camp- 
bell-Ewald Company, New York, will 
direct the drive. The Akron meeting 
followed a conference of tire industry 
leaders last week at White Sulphur 
Springs, W. Va., when plans were 
formulated with Campbell-Ewald ex- 
ecutives. Robert B. Owens, Jr., is 
account executive. 

Officials of the Rubber Manufactur- 
ers Association said that there are 
at least 59,000,000 tires now in use 
which are either unsafe or will be- 
come unsafe before the summer is 
over, and which should be replaced 
with new rubber. This represents a 
potential market, over and above 
normal market requirements, of 
$500,000,000. The normal market for 
the year is placed at 30,000,000 re- 
placement casings. 


Safety Is Theme 


The theme of National Tire Safety 
Week will be greater motoring safety 
through replacement of smooth, 
“bald-head,” unsafe tires with new 
ones for summer driving. If the drive 
produces the desired results, it is 
possible that the industry will spon- 
sor a similar campaign in the fall to 
influence motorists to equip with 
new, safe tires for winter driving. 

About 300 newspapers will be used 
to strike a blow at the ever-increas- 
ing number of automobile fatalities, 
while stimulating business. While 
$500,000 represents the manufactur- 
ers’ contribution to the campaign, as 
much more will be thrown into the 
pot by distributors and _ dealers, 
whose cooperation is being enlisted. 

The following manufacturers are 
cooperating in the campaign: Cooper 
Corporation, Findlay, O.; Firestone 
Tire & Rubber Company, Akron; 
Corduroy Tire & Rubber Company, 
Grand Rapids, Mich.; Dayton Rubber 
Mfg. Co., Dayton, O.; Fisk Tire Com- 
pany, Ine., Chicopee Falls, Mass.; 
General Tire & Rubber Co., Akron; 
B. F. Goodrich Company and Good- 
rich Associated Lines, Akron; Good- 
year Tire & Rubber Company, Akron; 
Kelly-Springfield Tire Company, 
Cumberland, Md.; Lee Rubber & Tile 
Corporation, Conshohocken,  Pa.; 
Mansfield Tire & Rubber Company, 
Mansfield, O.; McCreary Tire & Rub- 
ber Company, Indiana, Pa.; Norwalk 
Tire & Rubber Company, Norwalk, 
Conn.; Pennsylvania Rubber Com- 
pany, Jeannette; and United States 
Rubber Products, New York. 
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if your picture needs are 
answered from our library. 
THOUSANDS OF SUBJECTS TO CHOOSE 
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Write for free catalog. 
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Milwaukee Advertisers Using the Monitor 
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Local Advertisers 
of Milwaukee use The 
Christian Science Monitor 

in One Year 


The sales manager of one of the four Milwaukee department 
stores that advertise in The Christian Science Monitor says: 


“We have been constant users of your unique publication for a 
number of years. We have concrete evidence that it has created many 
new friends and customers for us. One feature which appeals to us very 


strongly is that it does not merely bring in ‘one time customers’ but 


brings permanent business. 
“It is difficult to conceive of the enthusiasm with which Monitor 


readers respond to consistent advertising. If we did not know of this 
from experience, we would not believe it to be nearly as great as it is. 
Frankly we feel the money spent in Monitor advertising brings us more 


business per dollar than any advertising we do.” 


Name of writer of quotation will be given on request. 
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he big, “bright spot” in today’s busi- 

ness picture is the business boom 
in farm areas. Rural and small town sales are UP. 
Farmers are digging into their well-filled wallets 
and buying, from coast to coast. Many a com- 
pany is cashing in by intensive selling effort 
directed to farmers. Go where the business is! 
The farmer will buy your automobiles, your soup 
and soap, your cereals, your toothpastes, your 
steel. Reach the man with the money, who’s 
spending his money today. Reach him Now, 


while he’s in a buying mood. 


A ahaus Oban 


PUBLISHER 


AMERICAS 


mass of evidence, from North, South, East, 
and West—from manufacturers, whole. 
salers, retailers — from druggists, grocers, 
auto dealers, department stores — from 
Chambers of Commerce, trade reporting agen- 
cies, news services — all telling the same 
story: “FARM PEOPLE ARE YOUR MARKET 
TODAY.” There is room in these pages to re. 
print but a fraction of the good news we should 
like to have you read, not because it is inter- 
esting or because it supports our point of 
view, but because it means dollars and cents— 
more business— for you. Here are a few high- 


lights. Next week we'll bring you some more: 


DUN & BRADSTREET “Agricultural 
districts of southern Ohio better than manu. 
facturing centers... In Texas they don’t know 
a ‘depression’ exists... Large tractor company 
in Peoria is taking men back rapidly.” 


MANAGER ‘‘The farm 


dollar is the big consumer dol- 


OHIO CHAIN STORE _ 


HE RR ee ye 


lar these days. The farmer is the big source of F 
purchasing power.” — Floyd Porter, Amelia,Ohio. 


* 


LEXINGTON (KY.) BOARD OF 
COMMERCE “Our city has not yet been 
materially affected by the general business reces- 
sion, because Lexington is largely an agricultural 
market and center. At the present time, our 
farm trade is buying actively.” 


* 


GREAT MAIL ORDER HOUSE 
“Agricultural areas are buying more than indus- 
trial sections. Our sales are topping last year’s 
in such states as Iowa, Illinois, Texas, and Cali- 
fornia.””°—General Robert E. Wood, President, 
Sears, Roebuck & Co. 


BIG STEEL COMPANY “Wire fenc- 
ing plant busy filling orders from agricultural 
areas. Necessary to work this division 24 hours 
a day, seven days a week, though rest of plant 
working at only 35% of capacity.” 


* 


HOME APPLIANCE DEALER IN 
INDIANA “My farm business is more than 
triple what it was last year, and I expect it to 
get much better as the year progresses. The city 
folks are buying very little, but the farmers aré 
making this a prosperous year for me.”’—Glenn 


R. Barrett, Edinburg, Ind. 


ST. PAUL GROCER 
**Farmers are spending \y 
more for food than they did 
a year ago. Per visit, the 
average farm customer spends almost ten times 
as much as the city customer.” — Paul Johnso™ 
St. Paul, Minn. 
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FARM FAMILIES ARE BUYING N ow 


MINNEAPOLIS 
DRUG JOBBER 
**Drug stores serving the farm- 


ers of the Northwest are buy- 
ing definitely larger quantities than in 1937.” 
—Henry Doerr, Jr., McKesson & Robbins, Inc., 
Minneapolis, Minn. 


* 


GENERAL EQUIPMENT DEALER 
IN INDIANA “My farm business is run- 
ning at least 10% ahead of last year, and I was 
not loafing last year. My city business is off 
about 50%. The farmers in this vicinity are 
making money and they are spending money. 
There is no ‘recession’ on the farm.”—D. M. 
Bottorf, Columbus, Ind. 


WATERTOWN (N. Y.) CHAMBER 
OF COMMERCE “Were it not for our 
farm trade, Watertown would be in a very tough 
spot. The farmer is still in the market.” 


NEW HAMPSHIRE GROCER “The 
volume of food sales in our three stores is up 
7°), from 1937 figures. Biggest difference in farm 
and city buyers is in the size of farm home 
orders. With them, the $25 order is not at all 
O. B. Fairbanks, Keene, N. H. 


unusual.’ — 


* 


ALTOONA (PA.) CHAMBER OF 
COMMERCE ‘‘Salesmen representing 
wholesale concerns report that they find condi- 
tions in the farming communities much more 
satisfactory than elsewhere.” 


* 


U. 8S. GOVERNMENT BUREAU 
“Daily average sales of general merchandise in 
small town and rural areas in March, 1938, 
increased about 9% from February.”—U. S. 
Bureau of Foreign and Domestic Commerce. 


INDIANA HARDWARE DEALER 
“City folks have almost stopped buying, but this 
store is full of farmers every day.””—Nierman & 
Kuehn, Brownsburg, Ind. 


ASSOCIATION “Farm- 
ers today are in better shape 
than for years, and are purchasing a better _— 


’s well as a wider variety of merchandise.” 


N 
‘am Hanna, Secretary, Texas Wholesale Grocers’ 
Association. 


* 


ELECTRICAL APPLIANCE 
DEALER “Business at my store is about as 
800d as last year, thanks to farm business. Last 
‘ear, my business was two to one city business; 
this Spring it is two to one farm orders. If the 


boys at the factories want to help me most, they 
will spend money on farm advertising. The orders 


are waiting in the country, not in the city.” 
—E. R. Butler, Butler Sales & Service Co., 
Columbus, Ind. 


* 


BURLINGTON (IOW A)\CHAMBER 
OF COMMERCE “We are fortunate in 
having good farm contacts and good farm pat- 
ronage. Without this farm buying, our retail mer- 


_ chants would be in a very precarious situation.” 


NEW YORK TIMES “The volume 
of business in rural districts has held up well, 
and merchants in the country areas still are 
buying on a reorder basis which has continued 
to provide wholesalers with a steady volume.” 


WHOLESALE 

DRUGS “Not only is total 
farm area buying ahead of 
1937, but orders from druggists 
selling to farm families include definitely more 
nationally advertised merchandise than for- 
merly.”’—I. T. Stockdell, Sales Manager, Alex- 
ander Drug Company, Oklahoma City, Okla. 


ROCK ISLAND (ILL.) CHAMBER 
OF COMMERCE “Rock Island is enjoy- 
ing good business conditions. We believe it is 
because the farm purchasing ‘power has not 
diminished. We have prospered as a result.” 


* 


FARM MACHINERY “We cannot fill or- 
ders, though we have doubled force by putting on 
a night shift.”,— Farm Machinery Manufacturer. 


INDIANA HARDWARE DEALER 
“The farmer is confident of the future and is not 
afraid to buy. We saw this past winter that the 
farmers were the ones doing the buying in 1938, 
so we switched to farm advertising, for we find 
it most productive.”—C. F. Droge, Partner, 
Union Hardware Co., Seymour, Ind. 


OKLAHOMA BANKERS “At Cordell, 
farmers’ bank accounts are up 359%. At Clinton 
the gain is 20°% over a year ago, at Canton 25%. 


At Ardmore, the gain is $274,000.” 


LA CROSSE (WIS.) CHAMBER 
OF COMMERCE “It is the farmer and his 
purchases here in La Crosse that are helping to 
keep our retailing up.” 


* 


FARM IMPLEMENTS “Our sales of 
ahead of 1937.” — 
Large Farm Implement Manufacturer. 


farm machinery are 20% 


AUBURN (N. Y.) CHAMBER OF 
COMMERCE “Merchants have reported 
to us that their farm trade has been noticeably 
buying during the past few weeks, and to a great 
extent paying cash for their purchases.” 


TIME MAGAZINE “Purely agricultural 
regions so far have felt the pinch very little... 
with bumper crops to market, farm income has 


held steady.”’-— April 11th, 1938. 


* 


SAN FRANCISCO WHOLESALE 
DRUGGIST “Country drug stores are buy- 
ing 25% better than city stores.” —Bert Schweit- 
zer, Mutual Drug Company, San Francisco, Calif. 


NEW ALBANY (IND.) CHAMBER 
OF COMMERCE “We have a $250,000 
berry crop that will be harvested about the 20th 
of May. This will be a big lift to business. Farmers 
in this section are in good shape, and they 
have been buying both necessities and luxuries.” 


|) OHIO DRUGGIST 
“Farm families here are ac- 
tually spending 9% more than 
m4 they did in 1937.’’—G. L. 
Montross, oi Winterset, Ohio. 


x k * 


Here at Farm Journal we have heartening proof that: “America’s farm 
families are buying now.” During March, 1938, more farm families sub- 
scribed to Farm Journal than in any other March in 15 years! The freshness 


and timeliness made possible by 4-day writer-to-reader service give them 


extra value in Farm Journal. 


Farmers like it, and are willing and 


able to spend money for it. America’s farm families are buying now. 


June advertising forms 
open until May 10th. Issue 
in readers’ hands May 16. 
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COMPETITION OF 
RADIO, MOVIES 
AROUSES ANPA 


New York, April 26.——Radio’s com- 
petition for advertising dollars and 
the growing threat of the motion pic- 
ture screen as an advertising me- 
dium stood out this week in the 
spotlight as members of American 
Newspaper Publishers Association 
laid bare their linage problems and 
charted a course for the future. 

No sooner had President James 
G. Stahlman of the Nashville Banner 
delivered his opening remarks to the 
association’s 52nd annual convention 
than the fur began to fly. Although 
traditionally the opening session is 
devoted to problems of newspapers 
oi less than 50,000 circulation, in this 
instance the basic concern of all pub- 
lishers with the subjects at hand 
drew representatives of city as well 
as small town dailies. 

Frank E. Tripp, general manager, 
Gannett Newspapers, started the ball 
rolling for discussions of both radio 


— 


and movie competition. His first ad- | 
dress consisted of an eloquent analy- 
sis of why newspapers have lost vol- 
ume to other media and what they 
can do to retrieve linage as well as | 
stimulate new business. 


Reselling Is Needed 


Emphasizing the need for news- 


| papers to join forces and concentrate 


their fire against competing media by 
means of a centralized promotion | 
instrument such as the Bureau of 
Advertising, Mr. Tripp declared that 
“newspapers must be re-sold before 
any of us can expect greatly in- 
creased volume or to retain our pres- 
ent volume.” 

Mr. Tripp called attention to the 
“new school of advertising execu- 
tives” who now control allocation of 
expenditures. Most newspaper pub- 
lishers, he said, “have long been in 
harness, and started, trained and 
came into executive jobs when news- 
papers were the accepted advertising 
medium. 

“Today's advertising buyer of 40,” 
he said, “has been raised and edu- 
cated in an era of radio, showman- 
ship, big magazine circulations, and 
million dollar advertising contests. 
He is schooled in an advertising tech- 
nique as foreign to the days of 
Johnny Hamm and Castoria as tele- 

(Continued on Page 29) 


PLAN TO TEACH 
~ FUNDAMENTALS 
OF ADVERTISING 


(Continued from Page 1) 
distribution, such as household appli- 
ances, soap, automobiles, gasoline, 
wearing apparel, and other businesses 
in which advertising has contributed 


| Substantially to business growth and 


has also benefitted the consumer. 
The Four A’s has assumed the ex- 
pense and responsibility of preparing 
and producing the series of advertise- 
ments, and will offer them to pub- 
lishers with the hope that they will 
be given widespread distribution. De- 
tails of the distribution methods to 
be used in connection with the series 
will be given to publishers and other 
media owners by the Four A’s head- 
quarters staff within a short time. 


Gets “State Journal” 


Nevada State Journal, Reno, has 
named Burke, Kuipers & Mahoney, 
Inc., New York, as national repre- 
sentative. 


To this Billion Dollar Market 


Make no mistake about WTIC’s mar- 
ket as a place to sell your goods! Re- 
cent authoritative* figures show that 
per capita income in Connecticut’s bil- 
lion dollar market increased nearly 50% 
more than the national average in 1937. 
—And Connecticut is but one segment 
of the rich Southern New England mar- 


ket covered by WTIC! 


Nor is there any guesswork about 
WTIC as the quickest way to reach this 
billion dollar market. It tops its field in 
popularity with listeners—outranking 
the next most popular station in the 
Hartford area by more than two to one! 
And look at this record as Southern 
New England’s most popular station 


with advertisers — 


FIRST 


IN NUMBER 


mand | 


OF NETWORK ADVERTISERS 
IN NUMBER OF NATIONAL SPOT ADVERTISERS 
IN NUMBER OF LOCAL ADVERTISERS 


Write today for our interesting 32 page brochure giving full details on the Ross Federal Survey 
of WTIC’s popularity and facts about the WTIC Billion Dollar market. 


*National Industrial Conference Board U. S. Bureau of Census. 


WTIC 


The Travelers Broadcasting Service Corporation 


Paul W. Morency, General Manager e 


Representatives: Weed & Company e 


50,000 


Member N.B.C. 


New York 


WATTS 


HARTFORD, CONN. 


Red Network and Yankee Network 


James F. Clancy, Business Manager 
Detroit 


Chicago — San Francisco 


| 


FIRST COPY IN NEW FOUR A'S SERIES 


The Story of 


OD and AD and the TOMA | 


OD and AD owned neighboring farms. Both decided to grow tomatoes. But when their tomatoes were 
ripe, OD and AD had diferent ideas as to how they would sell them. This is the story of what happened. 


How a 
OD and AD 
Sold Their i 


oD orrh hee tematars 
Tomatoes eomnen — 


Tl 


|. 


How 
OD and AD 
Sold Their 
Tomato Juice 


berries that could be vughe oy coated He had abe 
printed bor the botties, reading 


"ADs Pune Tomato Juwe 


What 
OD and AD 
Did The 
Next Year 


thew ord ‘aah. We deen 


cers and ee een call en them. He got = 
many orders that be arranged to buy tamatory 


AD tells OD how an Idea Became an Industry — through ADVERTISING 


NE DAY, years later, OD called on his old neighbor 
AD. He said It's remarkable how your business has 
grown mnce you gut that idea about selling tomato jure.” 
“Yes,” saad AD, “but even more important have been 
the benefits to other people. We are now only one out 
of many producers of tomato puwe. Yet we take all the 
tomatoes grown by more than a thousand farmen who 
have here an assured market for their crops. We give 
steady employment the year 


people and employ hundreds more on part-time. We 
pay more than half a muilhon dollars a year to manula: 
turers of cans, bortles, Labels, supphes, and equipmen: 

“The entire industry now sells more than ewenty 
million dollars worth of tomato juice a year and the 
puble engoys us healthtu! benetits — at the lowest pre 
at which it ever has been sold. Yes, tomato juice was « 
great idea, but that idea would have benefited very few 


round to several hundred = — without AovenTisinc to tell the story.” 


Published in the Interests of a Better Understanding of ADVERTISING by 


{NAME OF PUBLICATION ) 


HIRESTRA FILES 
$1,000,000 SUIT 
AGAINST A. M. A. 


(Continued from Page 1) 


20,000 repeat customers and probable 
income for 1938 of $50,000 monthly. 
The complaint further asserted that 
Dr. Fishbein’s attack upon the cream 
had caused cessation of all pur- 
chases, rendered valueless its good 
will, credit, property and investments 
and deprived it of substantial profits. 


Charges of Editorial 


It was on “estradiol” that Dr. 
Fishbein centered his attack, writing 
in part, “The Journal is warranted in 
warning users of this product that | 
its indiscriminate use may lead to! 
dangerous consequences, that it pos- 
sesses the potentiality of bringing 
about serious changes in the genital 
and reproductive organs of women, 
that it may induce changes in the) 
breasts, and that there is, in addition | 
to possible disorganization of the} 
menstrual cycle, the potentiality of} 
the production of cancer.” | 

The alleged basis for the editorial | 
was a series of experiments reported | 
to have been conducted by Prof. Carl) 
R. Moore at the University of Chi- 
cago on rats with samples “pur- 
chased from a leading department 
store in Chicago.” These experiments, 
the Journal editorial asserted, estab- 
lished the dangerous potentialities 
of estradiol. Prof. Moore is chair- 
man of the Department of Zoolozy | 
at the U. 

The editorial implied that the prod- 
uct was placed on the market with- 
out adequate experimentation, a 
charge which is denied by Schering 
Corporation, Bloomfield, N. J.. manu- 
facturing chemist which supplied 
Hirestra Laboratories with the 
cream. 

“For more than a year,” 
Journal of the American Medical As- 
sociation, “this product ... has been 
offered to the public without a word 
of warning that it may be a poten- 
tial menace to health and life. Now, 
on the basis of available evidence 
which the manufacturer should have 
had before the product was sold 
openly to the public. . .” 

“Before Endocreme was put on the 
market,” said Schering, “it was test- 
ed on 550 women, samples were dis- 
tributed among physicians who made 
tests with patients, and no report 


said the 


was made that any woman had been 
In addition, 


harmed in any way. 


of C. an 


Endocreme was given a clinical trial 
at an institution.” 

The Federal Trade Commission, 
granted expanded powers under the 
Wheeler-Lea Act, is said to be watch- 
ing the situation with great interest, 
and to be conducting investigations. 
Dr. Fishbein was served with a 
summons this week in Chicago, and 
Dr. Arthur W. Booth, chairman of 
the AMA board of trustees, in New 
York. Dr. Fishbein is scheduled to 
address the Chicago Federated Ad- 
vertising Club May 19. 


Tolle Succeeds Young 


at “Modern Magazines” 


Alvin W. Tolle, associated with the 
company for five years, has been 
appointed Western manager for Dell 
Publishing Company, with head- 
quarters in Chicago. He will have 
charge of all publication advertising, 
including Modern Magazines. 

He succeeds G. M. Young, who re- 
signed to join the Chicago office of 
Simplicity Magazine. 


Repro-Stat Makes Bow 
Kaufmann & Fabry Company, Chi: 
cago commercial photographer, has 
announced development of a new 
type of photostat called the Repro- 
Stat. The company reports that 
reverse zine cuts can be prepared 
directly from a Repro-Stat which is 
equally suitable for more elaborate 
layouts. 


Open Chicago Show 

The Annual Exhibition of Adver- 
tising Art, as selected by the Art 
Directors Club of New York, will be 
presented at the Lakeside Press Gal- 
leries, Chicago, for three weeks be 
ginning May 2. R. R. Donnelley & 
Sons Company and the Art Directors 
/Club of Chicago are cooperating in 
the presentation. 


| 
dvertising secured for | 
ONE-TIME publications — 

of prestige. 
$1,188,437.50 recently 
obtained in advertising and sale | 
of copies on one edition. 


$217,638.40 secured in 
advertising on another edition. 


John B. Gallagher Company 


Greenwich, Conn. | 
Tel. Greenwich 47/4 
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A NATIONAL SALES ORGA 
28 years of satisfactory %° 
to the larger daily newsP® 
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| It’s Simple -+ (and Economical) ‘ 
to Sell the SOUTHEAST Top 75% 


Sell the easy-to-reach mar- 


Piet hae 


ket — the 19 trading areas 
which account for 75% of 
the total retail sales in the 


Southeast. With the daily 


' 
SoS pits 2 MRR ot Renta RR fi 


' 
~~ 


newspapers listed here you 
reach 31 out of every 5 
able-to-buy families in these 
19 trading areas. Families 
which represent the real 
rial buying power of the South- 
ed east. In these trade areas, 
utch- . 
rea retail sales per white fam- 
ions. 
h a 7 + 
and ily average 27% higher 
f 
New than the U. S. average. Use 
d to 
— daily newspapers to sell the 
Southeast. Concentrate 
” 
- your advertising in the 19 
1 the 
been 
Del i market areas that produce 
head- By 
ao 75% of the Southeast’s re- 
aly’ tail sales. 
w - 3 
Chi: For further information, write any one Pd ___WINSTON-SALEM S\\ 
has of the daily newspapers, or Southern XVILLE A) - ; 
Band Newspapers, P. O. Box 90, Atlanta, Ga. . RALEIGH } 
that a ) CHARLOTTE A 
pared NASHVILLE 2 y) 
eh fs THE ASHEVILLE CITIZEN-TIMES ASHEVILLE WILMINGTON 2A 
ora 
THE CHARLOTTE OBSERVER MEMPHIS & zs 
, THE WINSTON-SALEM JOURNAL. 7 GR FAVILLE® 7 
sie 
4 - TWIN CITY SENTINEL a } COLUMBIA i ; : 
by > THE RALEIGH NEWS & OBSERVER ATLANTA / sad 
S Uar 
cS 7 THE WILMINGTON STAR-NEWS BIRMINGHAM 75 4 
ley - 
og THE GREENVILLE NEWS-PIEDMONT COLUMBUS RETAI L SALES 
THE STATE, COLUMBIA, SOUTH CAROLINA : 
MONTGOMERY oe eee 
pod THE ATLANTA CONSTITUTION eg OF THE 
| THE SAVANNAH NEWS-PRESS : SOUTHEAST 
= | THE COLUMBUS LEDGER-ENQUIRER IN THESE © | 
THE BIRMINGHAM NEWS & AGE-HERALD TRADING AREAS . 
ntly THE MONTGOMERY ADVERTISER NEW \e Po~ a ; 
1 ' 
te THE KNOXVILLE JOURNAL ORLEANS . 
aa THE NASHVILLE BANNER SSC 
a. THE NASHVILLE TENNESSEAN 
THE MEMPHIS COMMERCIAL APPEAL 
any THE TIMES-PICAYUNE-NEW ORLEANS STATES 
FLORIDA TIMES-UNION Toe ee 7 | 
RESITRAS, RLOROA, THE SOUTHEAST ACCOUNTS FOR | 
| THE MIAMI HERALD : | 
mane 8.02% OF NATIONAL RETAIL SALES 
pA THE TAMPA TRIBUNE o Oe 2 ee ee sa 
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AP Declines 
to Sell News 
for Radio Use 


New York, 
with announcement of the 
refusal to sell its news for} 
commercial sponsorship on the radio, 
the committee on radio, American 
Newspaper Publishers Association, 
submitted a report to the convention 
here today which mildly attacked 
news sponsors. 

“Quite a few 


April 27.—-Coincident 
Associated | 


Press’ 


news sponsors,” said 
the report, “are manufacturers of | 
drugs or pharmaceutical products | 
which may be classed as habit-form 
ing, and for some of them the adver- 
tisers claim almost magical proper- 
ties.” 

The report also pointed out that 
there are several types of commercial] 
sponsorship. Some sponsors buy the 
news direct from news agencies and 
use it as they see fit, while others 
merely advertise in conjunction with 
the news without making any at- 
tempt to edit the reports. 

Newspaper advertisers, it 
phasized, can neither sponsor 


was ein- 
the 


news nor identify their products with | 
“there 


on the contrary, 


it. In radio, 


HEN any business shows signs of a lull, 

it’s doubly important to sell executives. 
Business Week does this, in every branch of 
corporate purchase. 

Most people know that company buying takes 
its cue from the current state of business. In a 
slack period, executives have a tendency to defer 
important expenditures unless they can see in 
these investments worthwhile profits or savings 
for their companies. Men who will spend thous- 
ands of dollars without batting an eye when the 
sales graph soars like a swallow will question the 
most modest expenditures when the going gets a 


BUSIIN 


‘is at least a tendency for 


| 


PICK WESTERN 
PUBLISHER AS 
ABP PRESIDENT 


the news | 
to be identified with the sponsor and 
his product,” the report said. 
Opposition to the movement to al- 
low member newspapers to sell news 
for sponsorship to radio advertisers | 
was led by Arthur Hays Sulzberger, | 
publisher, New York Times, at the; 
Associated Press meeting Monday. | 
He pointed out that nine AP mem-| 
berships are held in New York alone 


and asked which newspaper would . 
possess the right to sell news. Mr. Hot Springs, Va., April 27.—A de- 
Sulzberger’s lengthy prepared state-|¢ision to continue the promotional 


ment welded opposition to the pro-/and advertising campaign begun last 
posal, which was voted down at the) year without reduction during the 
end of a two-hour session. year beginning July 1 highlighted 

Robert McLean, president, Phila-|the closing session of Associated 
delphia Bulletin, was elected presi- |Business Papers, Inc., here today. 
dent of the AP, succeeding Frank B | ppe purpose of the campaign is to 
Noyes, president, Washington Star, ‘emphasize the value of business 


who lays down Page duties after serv- 


ing 38 years. es, 
Ing 38 years . H. Cowles, general | | papers which adhere to ABP stand- 
manager, tee Npokesman-Re-| sag) M.A. Williamson, McGraw- 


‘iew, succeeds Mr. McLe s first 2 P P ‘ 
view, succeeds Mr. McLean a S" | Hill Publishing Company, is chair- 


|paper advertising, particularly 


vice-president, and Paul Patterson, man of the committee in charge of | 
president, Baltimore Nun, was elected this activity. 

second vice-president. _ Dd. J. Hansen, Domestic Engineer- 

: ing, Chicago, was elected president 

lof the ABP, succeeding Edward H. 


Serrill Leaves “News” 


Theodore A. Serrill has 
national advertising manager 
News, Charlotte, N. C., 
and will take a six-month vacation 
on his farm at Hatboro, Pa., before 


Ahrens, Ahrens Publishing Company, 
New York who becomes ev Officio 
member of the advisory committee. 
Mason Britton, McGraw-Hill Publish- 
ing Company, New York, was elected 


resigned 
as of 


the Charlotte 


| Publishing Company, 
| rectors to fill vacancies. 


| inherent 


returning to the newspaper field. vice-president, and Roy V. Wright, 


ON PAPER CUPS?" 


PRESIDENT 


industry. 


EK 


AUTHORITATIVE 


ALERT ... ACCURATE... 


McGraw-Hill Publications ¢ 330 West 42nd Street, New York, N. Y. 


|trimming to this size to adopt either 


“WE'LL TALK ABOUT TURBINES 
LATER...WHAT’S YOUR PRICE 


little tough. Check this perfectly human phen- 
omenon in your own company. 

The point is, YOU MUST KEEP EXECU- 
TIVES SOLD. No matter how many others you 
may sell through personal contacts or business 
paper advertising, it's mever a sale unless the 
administration executives say, 

Business Week is the ranking paper of the 
men with the Final Say in American business and 


Business Week reaches more executives per 
advertising dollar than any other general mag- 
azine or general business magazine. 


NEW ABP LEADER 


Simmons-Boardman Publishing Com- | 
New York, treasurer. H. J. 
Payne continues as secretary and ex- 

ecutive vice-president, in charge of 

New York headquarters activities. 


To Study Conferences 
elected A. J. | 


The association 
Haire, Haire Publishing Company, | 
New York and Earl Shaner, Penton 


| 
Cleveland, di- | 
} 
| 


The ABP will appoint a _ special 
committee to investigate further the 
possibilities in the Wash- 
ington conferences with government 


D. J. Hansen 
officials which its members have been —== _ Sas 


holding for some time, to determine 
how these contacts may be extended 
in the public interest, under the 
terms of a resolution adopted at the 
closing session. 


of these sizes unless a change is con- 
templated. 

The association spent three days, 
principally in informal round tables, 
in discussing various aspects of the 
problems facing the business press, 
and voted, in view of existing business 
conditions, to limit its dues for the 
fiscal year beginning July 1 to a 
schedule which would provide a total 
income not greater than that set up 
for the current year. As a further 
economy measure, it was announced 
that the “ABP Blue Book,” launched 


Dues Are Limited 


The resolutions committee, headed 
by S. O. Dunn, Simmons-Boardman 
Publishing Company, Chicago, also 
sponsored a resolution urging that 
member publishers who may be con- 
sidering changes in their trim sizes 
cooperate with the National Indus- 


_, ggg ees ig agen 'n 1S /three years ago with the original 
efforts to standardize by adopting |igea that it would be published an- 
either 8% by 11% or 9 by 12. It 


nually, would not be produced dur- 
ing the next fiscal year, but would 

again be brought out early in the last 
> = |[half of 1939. 

Speakers who presented formal 
papers, or led off round table discus- 
sions included James H. McGraw, Jr., 
and M. A. Williamson, McGraw-Hill 
Publishing Company; Chauncey L. 
Williams, F. W. Dodge Corporation; 
Kingsley L. Rice, Power Plant Engi- 


did not urge members who are not 


neering; John Cornell, Paper Mill 
and Wood Pulp News; George 0. 
Hays, Steel; T. W. McAllister, 


W. R. C. Smith Publishing Company; 
iC. A. Wolcott, Daniel Starch, Ine.; 
Mrs. Mabel Hanford, Batten, Barton, 
Durstine & Osborn, Inc.; J. K. Lasser, 
| ABP auditor; Ray Dudley, Gulf 
|Publishing Company; Paul I. Ald- 
lrich, The National Provisioner; C. A, 
| Musselman, Chilton Company; Victor 
|E. Marx, Bakers’ Helper, Raymond 
Bill, Sales Management. and Mr. 
Haire. 

A complete sports program of golf, 
tennis, horseshoe pitching and skeets 
shooting occupied the publishers be- 
tween sessions. 

Chauncey Williams, F. W. Dodge 
Corporation, New York, took the 
president’s cup for low gross in the 
golf tournament, while Tommy 
Treadwell, of the same organization 
| won the tennis tourney. Joe Gerardi, 
/ABP attorney, captured the _ horse- 
|shoe pitching contest, and M. A. Wil- 
| liamson, McGraw-Hill Publishing 
, Company, won the skeet shoot. 


Norfolk & Western Railroad, Ro- 
/anoke, Va., is celebrating its centen- 
: nial with display copy in newspapers 
in all cities along routes covered by 
the line. 
| 


Winer Changes Address 


H. L. Winer Special Agency, Inc. 
New York, has moved to 205 East 
42nd street. The telephone number 
remains the same, Mohawk 4-7660. 


| Railroad C een 


263,801,000 
“LONELY DOLLARS” 


await your appeal in 
the Baltimore market! 
.... "Excess of Effective 
Buying Income over Actual 


Retail Sales according ” 
“SALES MANAGEMENT”: 


bn Baltimore, ts 


Se DNAL REPRESE 


RD PETR 


“Go ahead — Buy 


THE EXECUTIVE'S 
BUSINESS PAPER 
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— blame your electrotyper if 


we. J your newspaper halftones don’t print. 


60. Chances are engraving is at fault. No 


0 electrotyper ever made a halftone dot 
9 deeper. All he can do is make a true mold 
in —a perfect shell—and accurate backing. 
et! 


ive Depth is the thing that makes one half- 
iT” tone get better printing than another, and 


depth is the engraver's job. 


CMy 


CHICAGO 


“|ELECTROTYPERS KNOW BEST 


We discovered long ago that the only 


way to make sure a newspaper halftone 


will get results is to follow the 7-5-3 
formula. 7 one-thousandths in the high- 
lights, 5 in the middle tones and 3 in 
the shadows etched electrically. 


We guarantee such measurements because 
we guarantee our cuts to satisfy. Will you try 


us sometime? We're etching to get ahead. 


COLLINS, MILLER & HUTCHINGS !X¢. 


1207 NORTH MICHIGAN AVENUE- CHICAGO 
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HEN the Chicago Cubs pur- 
VW chased Dizzy Dean from the 
St. Louis Cardinals for $185,- 
000 in cash and ball players worth ap- 
proximately $85,000 on the auction 
block, the biggest deal for one player 


in baseball history was consum- 
mated. 
The purchase of baseball’s out- 


standing pitcher by the Cubs, owned 
by P. K. Wrigley, president of the 
William Wrigley, Jr., Company, was 
right in line with the theories which 
Mr. Wrigley has followed in the suc- 
cessful operation of the Chicago entry 
in the National League—a policy, in- 
cidentally,. which has put the Cubs 
among the few magnetic teams which 
pull a million or more admissions 
through the turn-stiles with regular- 
ity each season. 


Like Any Other Business 


Mr. Wrigley’s ideas are simple. He 
believes that baseball is a business, 
and that it can be run like any other 
business—with management having 
the job of producing a good product, 
putting it up in an attractive pack- 


BASEBALL IS A BUSINESS 


And P. K. Wrigley Uses Merchandising and Advertising Methods 


to Make a Success of It 
BY G. D. CRAIN, JR. 


age, seeing that it has thorough dis- 
tribution, and then advertising it to 
the public. 

So, in running the Cubs ball club 
he has employed the same technique 
which he uses in directing the great 
merchandising business which is con- 
centrated on the successful sale of 
Wrigley chewing gum. 


Must Be a Leader 


The product, the baseball club, is 
what the owner has to sell to the pub- 
lic, and so Mr. Wrigley has adopted 
the definite policy of making the 
Cubs a winning team. He has spent 
money lavishly to build up a winner, 
and while some of his moves have not 
been successful, he has had pennant- 
winners and pennant contenders reg- 
ularly. 

The purchase of Dean was in line 
with the policy which has led to the 
purchase of stars from other major 
and minor league clubs, and the de- 
velopment of a farm and scouting 
system similar to those of other suc- 
cessful clubs, intended to develop top- 
notch material. But with the possi- 


In or on 


COMPARE 


FAVORABLY! 


vertisers 


TRANSPORTATION ADVERTISERS INCORPORATED 


CAR CARDS in NEW ORLEANS 


the surest means of reaching—the 
most Orleanians — most often — at 
low cost . 


Circulation* — size — distribution — 
frequency—ability to tell the story— 
cost**—(*337,194 Riders Daily in 
January) (**Space in Full Coverage 
—as low as $6.00 Daily). 


The reaction of riders (readers) is 
proven by 32 local Advertisers who 
have purchased New Orleans Car 
Card Space from Transportation Ad- 


FIVE CONSECUTIVE YEARS... 
A few more NATIONAL or SEC- 
TIONAL 
profit by their example 
utilize the local prestige this medium 
has gained by its continued service 
to outstanding local institutions. 


TRANSPORTATION 
ADVERTISERS 


INCORPORATED & 
J. EARLE OWINGS, Pres. 

UNION BUILDING 
NEW ORLEANS 


Street Cars and Buses—are 


of 


Incorporated in each 


ADVERTISERS could 


could 


March \st, are Equal to 95! 
months’ Total for 1937. 


1938 Space commitments in Dollars, by 


4 
4% 


of the 12 


Represented in Chicago at 333 N. Michigan 


Blvd. 


“HE BLEEDS" 


P. K. Wrigley is owner of the Cubs, but 
he is primarily a baseball fan. 


ble exception of the Yankees, no other 
major league baseball club has ever 
shown the willingness to expend big 
money for star players constantly ex- 
hibited by the owner of the Cubs. 

The package for the product is 
Wrigley Field, the park in which the 
Cubs perform. Mr. Wrigley has spent 
$1,000,000 in the past four years in 
improving the park in every way, 
making sure that the seats are com- 
fortable, providing courteous service 
for those who attend, especially 
women and children, and making ma- 
jor expenditures whenever improve- 
ments seemed to be possible. The re- 
sult is that Wrigley Field is regarded 
by owners, players and the general 
public as one of the finest baseball 
arenas in the country. 


Plenty of “Distribution” 


Distribution in the case of a base- 
ball club means facilities for the pur- 
chase of tickets of admission. Most 
big-league clubs have limited facili- 
ties of this kind, selling their tickets 
at their box offices, which are usually 
inconveniently located, and at one or 
two down-town spots, usually sport- 
ing goods stores. The Wrigley chief 
decided that this was not good mer- 
chandising, and in 1937 arranged to 
have seats on sale at every Western 
Union office in Chicago—more than 
100. Last year over 80,000 tickets 
were sold through these retail outlets, 
and though this cost the Cubs money, 
in commissions to W. U., it meant 
added convenience for patrons of the 
club. 

“P. K.” is one of the greatest ad- 
vertisers in the world as head of the 
chewing-gum company, and he has 
applied the same advertising aggres- 
siveness to promotion of the Chicago 
National League Baseball Club. 

He has never agreed with old-time 
magnates who feel that radio broad- 
casts of the baseball games hurt at- 
tendance, and has gone into this field 
on a grander scale than any other 
club owner. The results are shown 
in the fact that since broadcasting 
was started, attendance, representing 
the earnings of visiting clubs as well 
as those of the home club, has in- 
creased enormously. 


Ploughs Proceeds Back 


The Chicago club did not at first 
sell the privilege of broadcasting its 
games, but permitted any stations 
which desired to do so to put all 
home games on the air. However, 
when the Chicago White Sox decided 
to sell the broadcasting privilege, Mr. 
Wrigley did likewise, but has _ fol- 
lowed the practice of turning back 
into purchased time used for commer- 
cial broadcasts all of the revenue ob- 
tained from the stations which broad- 
cast Cubs games. This year the ex- 
penditure amounts to $46,000, and 
the Cubs are sponsoring programs 
over five Chicago stations—WBBM, 
WGN, WCFL, WJJD and WIND— 
thus reaching out for new fans 
imong that portion of the public 
vhich is not already sold on baseball. 

The Cubs also use display adver- 
tising in newspapers—not small 
cards run in the amusement columns, 
as most clubs do—but large space ad- 
vertisements featuring not one par- 
ticular game, but the fun of following 
the Cubs. Mr. Wrigley even startled 
the newspaper publishers of Chicago 


by running a display campaign in the 
winter time to keep public interest in 
baseball alive during a season when 
the newspaper sports pages are usu- 
ally bare of baseball news and gossip. 

Street-car and elevated railway ad- 
vertising, window display cards and 
other promotional activities are car- 
ried on, and the club publishes “Chi- 
cago Cubs News,” a house organ 
which has over 80,000 “subscribers,” 
although no charge is made for cop- 
ies. The club publishes about 10 is- 
sues of the four-page publication a 
year, and that the fans appreciate it 
is shown by the large number of com- 
ments and requests for copies con- 
stantly received. 


Women Key Fans 


P. K. Wrigley believes in ladies’ 
days, when women are admitted free, 
and makes it easy for feminine fans 
to get tickets by writing to the club 
and having them mailed back, thus 
avoiding the uncertainty attached to 
the old-fashioned plan of merely ad- 
mitting women without charge. The 
Cubs are so popular with Chicago 
gals that the park wouldn’t hold all 
who might want to attend. 

The psychology of free admissions 
for women is that they talk baseball 
to their husbands and stimulate a 
family interest in the game which of 
course leads to greater attendance 
and more business for the Cubs. 

All of this emphasis on the mer- 
chandising aspects of baseball from 
the standpoint of P. K. Wrigley may 
suggest that he is merely a cold- 
blooded business man who is trying 
to make as much money as possible 
out of his investment in a big-league 
franchise and expensive real estate 
on Chicago’s North Side. But that 
is only a part of the story. 

Charles F. Drake, an old news- 
paper man who handles Wrigley pub- 
licity and edits the Chicago Cubs 
News, was asked if “P. K.” had be- 
come a fan. 

“When the Cubs fall down and lose 
a close one,” he replied, “he bleeds. 
At those moments I have to remind 
him, ‘Don’t forget, Mr. Wrigley— 
this is just a business.’ ” 


McKinney Re-Elected 


by Representatives 


Ray H. McKinney, J. P. McKinney 
& Son, was re-elected president of 
Newspaper Representatives Associa- 
tion of New York last week. George 
R. Katz, E. Katz Agency, was re- 
elected vice-president. 

William W. Ross, Williams, Law- 
rence & Cresmer Company, was 
elected secretary, and John A. Hin- 
man, Texas Daily Press League, 
treasurer. 


Joins Scholastic 


John Lindenberg, formerly of Mac- 
Arthur Publications, Time, and the 
New York Times, has joined the ad- 
vertising staff of Scholastic Publica- 
tions, New York. He will devote his 
time to Scholastic Coach. 


Plan Potato Drive 


Albert Miller & Co., Chicago, whole- 
saler of potatoes, has appointed Mit- 
chell-Faust Advertising Company, 
Chicago, to advertise Miller’s Ban- 
quets. Newspapers and radio will be 
used. 


F. Montgomery Promoted 


Florence Montgomery has been ap- 
pointed head of public relations for 
the Izzard Company, Seattle. She 
has been with the agency for the past 
eight years. 


Must Delied 
Price Scale, 
Allowances 


Washington, D. C., April 26.—Dis. 
crimination both in advertising al. 
lowances and prices is alleged against 
Curtice Brothers Company, fruit and 
vegetable packer of Rochester, in a 
complaint filed Saturday by the Fed. 
eral Trade Commission under 
Robinson-Patman Act. 

The company pays some customers 
for advertising Curtice Brothers 
products, the complaint alleges, with- 
out making payments or allowances 
available on proportionately equal 
terms to all retailers competing in 
the sale of such products. 


the 


Complaint on Prices 


Selling its products under three 
different price lists, designated by the 
letters “R,” “A” and “S,” Curtice, 
the complaint alleges, unlawfully 
discriminates in price by pursuing 
the following policy: 

In order to purchase the company’s 
products at prices under the “Ss” 
classification, customers must place 
a minimum order for 1,000 cases for 
shipment in quantities of not less 
than 250 cases. Customers, to obtain 
prices under the “A” classification, 
are required to order a minimum of 
300 cases for shipment in lots of at 
least 50 cases. All other customers 
purchase under the “R” classification. 

According to the complaint, the 
prices under the “A” classification 
are lower by from 2.5 to 8.3 per cent 
than the prices under the “R” classi- 
fication, and the prices under the “S” 
classification are from 5.1 to 16.6 per 
cent lower than those under the “R’ 
classification. These differentials in 
price, it is alleged, are not constant 
and not only vary between different 


commodities, but also as’ between 
different sizes of the same com- 
modity. 


Curtice allegedly does not make 
known to all of its customers that it 
sells its products at prices set forth 
in the various classifications, and 
as a result many customers buy 
either under the “A” or “R”’ classifi- 
cation when, if they had knowledge 
of the other or more _ favorable 
prices, they would have purchased 
sufficient quantities to entitle them 
to such favorable prices. 


Gammel Changes 


James Gammel, formerly with Bet- 
ton & Bowles, New York, has joined 
the account servicing department of 
Compton Advertising, Inc., New York, | 
in an executive capacity. 


Heads Executives 


George A. Cran, advertising direc 
tor of the Vancouver Sun, Vancouvel. 
B. C., has been elected president 0 
the Pacific Northwest Advertising 
Executives’ Association. 


Cusick to Wesley 


F. H. Peter Cusick, formerly divi 
sional merchandise manager of Cit! 
of Paris Dry Goods Company, Sa! 
Francisco, has joined Wesley Asso! 
ates, New York, as account executive 


Deering Changes 
A. P. Deering has resigned as put 
licity director, N. W. Ayer & Son, Cl 
cago, to join Container Corporatio! 
of America as director of public 
lations. 
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TELEPHONE LINCOLN 1770—1345-55 FULLERTON AVE., 


= Identification |Signs 
Erected Nationall) 


Consult us when planning to erect 
point -of - purchase identification 
signs or Highway units. Flat raté, 
no crating, shipping or warehous¢ 
charges. 


Maintenance and erection servicé 
only. We do not manufacturé 


Write, wire or phone for details. 
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Pt, 11 
, Gets Phillips Card : : drinking. 
) DEPOSITORS OF John A. Smith & a al has Warning with NEW FACE at 3 old ccna aailiee 


been appointed to direct advertising . . as it was in the beginning, or has it 
of Phillips Card Company, Boston, Each Drink in P tsereneed oné easumed dancereus 
. BANK VOTE FOR and Betty Phillips direct-to-consumer uu OW cripl proportions?” 


greeting cards. Newspapers, maga- Pennsylvania 


zines and direct mail will be used. 


Sad ———_—- — Cornet Bold, just developed by Ludlow Expands Bus Card Use i: $1 ts 
al MU Ridgway Gets Dixie Harrisburg, Pa., April 27.—Anyone Typograph Company, Chicago. Westgate Sea Products Company, sda 


rash enough to visit a State liquor San Diego, Calif., has contracted for 


inst Ridgway Company, St. Louis, has : . ape : 
and i been appointed to handle advertising store in the future for the makings | School of Medicine, is one of a series rea = — = or and 
na i a April 27.—Local list of Dixie Mills Company, East St.|°f a drink will be subjected to a se-| of publications issued by the Liquor ea a lg ns lnc hse 
Fed. } Chicago, Apr -—Local listeners |[ouis. A newspaper campaign will|vere though written lecture, it be-| Board and distributed through all Company, San Diego ‘is the a = 
the S to the poral aes ne run on Dixie dog food. came evident today as the State Liq-| State Stores “to restrain the traffic : x sl oo: 
ry . . ™ | 
S pany program Of inst Season featur |uor Control Board announced it had|in and use of alcoholic beverages.” H 
ners ing the Philadelphia orchestra have Detroit Magazine Bows |ordered a second 100,000 of its pam- The pamphlet asks: “Is your be- Gets Personal Finance 
evidenced a distinct preference for gaa .,|Phlet, “Are You a Social Drinker?” | havior under the influence of alcoho]| P&™80nal Finance Company, New- 
hers -ymphonie music over less classical Detroit Sporting World, tabloid ater aay y ark, N. J., has placed its advertisi 
# sym} ‘ ronda ..| The booklets are distributed through |such as to lead you to believe that|" -’°*.°”.. D advertising 
vith- vanes, it Was revealed today in a sur- weekly, has been issued in Detroit h i account with Blackett-Sample-Hum- 
nces a ‘ompleted by the First National by Detroit Sporting World, Inc., 718 | ‘2 Stores. , you are one of those who should not mert, Inc., New York. Metropolitan 
auel vey ee . Transportation bldg. Benjamin R.| The tract, written by Dr. Edward | use alcohol? newspapers will be used. Duane 
. i Bank, Chicago, local sponsor for the | Behrman is publisher. A. Strecker, psychiatrist at U. of P. “Consider the history of your| Jones is account executive ; 
program. = 2 
First National was one of 45 banks | ~ ——— — — Se een eae —= =————S=aaBaBaBaBananan=— 
sponsoring the show, which was also 
offered as a sustaining feature in 
hree several cities. 
y the Guy W. Cooke, assistant cashier of 
Pes08, the bank in charge of advertising, 
fully said today that a 41 per cent return 
suing on 10,000 questionnaires to deposi- tA 
. tors had shown 77 per cent to be in oO ad rac enver a 
pay favor of symphonic music; 92 per 
he ® cent interested in the talks by Dr. 
place TB Garothers and W. M. Kiplinger; 91 * s 
gfe > per cent interested in “commercials” t 
less |) evarding the bank’s services; 32 per ¥ 1 | tl B ri Cc Fed os 
tain TF cent as regular and 55 per cent as ‘ 
Aton, TF occasional listeners. 
im of 3 
of at Directed to Clients 
ae ) in making the survey, First Na- For fifty-two weeks KLZ has broadcast a fascinating program 
ation. tional sent a “personalized” letter to ‘ , ‘ 
, the 500 habdecs of Ghediiien qastuite in which station announcers and newscasters have been charged 
cation and 2,000 clients of its women’s de- with errors in pronunciation and diction (real or fancied) report- 
y cent . , . : 
partment over Mr. Cooke’s signature. : uri the week. Presided over by a geni 
Classi- The questionnaire which listeners ed by listeners during the - , . er by a genial 
r " were asked to return was conveni- judge, dignified by an all-knowing clerk of the court, and featur- 
.6 per pe , » i : ‘ ; ; 
m a : ~~ ee — . — ing the versatile, friendly and popular announcing members, 
© be checked and then folded to make er ; 
als in ' a business reply envelope with a min- “BONERS COURT" has ‘clicked,’ become one of the most popu- 
tant 7 -. . P , : 
ierans  feenling effort on the part of the lar programs in the area, played to the capacity of the main 
™ listener. . : : : 
atween ME =, somewhat similar survey has studio week in and week out—without a name star and without 
com »' also been completed by the National musical trappings. 8 
' Shawmut Bank of Boston, Mr. Cooke \ .\r" 
P P P i s : : . . . . M%9,9 
nat it Ma 212: inquiries in this case being ad- Thursday, March 24, marked the first anniversary of this dis- = 
t se ut dressed to both prospective and pres- incti A ' haan ti d 
t a ont custetmeek af tha tah. tinctive program. Announcements proclaimed a new time an 
ms rer The Wessel Company, producer of place, invited listeners to secure admission tickets. The largest 
Ss buy the program, has also completed sev- di di —" hist ended th : 
Messi TE ors) surveys confirming the First Ne studio audience in Denver history attende e anniversary 
sa = tional findings, Stanley Wessel re- broadcast, held in the ultra-modern Lincoln Room, largest and 
ported. a . F e , 
a Plans fer nedenessiip of thle are- finest room of its kind in the Rocky Mountain area. 
e them! “~ vram by the First National during : 
next season are as yet indefinite, Mr. Shows on KLZ play to capacity studio crowds day after day, 
Cooke said, a. _— of the a visible index of its great and growing popularity in the homes out es hoo aoa a ne Thirty. 
survey are expected to be influential. ; : ; ancigie ‘ . 2 
4 Lord & Thomens te ths Wicet Mettenel of Denver and the Rocky Mountain region. Showmanship makes three counties in Colorado are fifty percent or 
ith Be : . : . more National Park and Forest, with a popula- 
s joined |p “8°MCY. KLZ the first choice of the audience. Complete and skilful pro- tion density of only 4.1 persons per square mile. 
ment 0} gram exploitation makes it first choice of sponsors. KLZ's listening area encompasses the remaining 
w York, | 7 Re an Names Ku sick thirty thickly settled counties. Daytime primary 
g , p area density, 12.6 persons per square mile. 
Regan Office Furniture Corporation, Nighttime primary area, 19.3 persons per square 
New York, is placing its newspaper mile. 
s advertising through J. R. Kupsick 
g dire-f © Advertising Agency, New York. 
ncouvel, ——_—_—_——_ 
j ol . 
idee Frozen Food Guide Out 
Food Industries for April pub- 
lished a “Frozen Foods Directory” 
flving data on important producers 
y 'n the industry, as well as facts on 
rly divi lreezing processes. 
of City 
ny, Sal 
7 Aso Tredwell Promoted 
xecutive _Tom Tredwell, formerly advertis-| | ; ee , ge A te ie oo. 
‘ng Manager of Architectural Record, “ee , | Ache eteda A -@er @ a BREPRESEN TAT 
. me been appointed sales manager of ————— : , sacl z = ra en an 
; te Magazine division of F. W. ¢ : 
— He Dodge Corporation, New York. T HiE’ K A T Z AG 
on, Ch Gre 
~poratio! ; oetne 


ublic {| Hormel Advances Quale 


' Andrew C. Quale, formerly district 
———— “alager at Detroit, has been named 
— ‘sistant sales manager of the 


Haver Sealed division of Geo. A. 
T ‘mel & Co., Austin, Minn. 
Ins F accom 
Gets Beverage Account 
nally : ih Zanforth Company, Philadelphia, 
“4S been named to direct the account 


% Porto Rico B , 

erect Atal everage Company, 
sation eet pha. Newspapers will be 
at rate, 
rehouse 

. Free & Peters Moves 

service an « Peters, Inc., radio station 
acture: Park outative, has moved to 247 
1 Dhon, f° nue, New York. The tele- 
ails. vhone 


humber is Plaza 5-4131. 


/ 00 Phillips in New Post 
. r ertisie formerly assistant 
ton Dain Manager of the Washing- 
cHicas! lassitie,” News, has been appointed 
a. led advertising manager of the 
'WShington Times. 


P Sig ae Be a ane : Ret A : 3 x ; > = * S Pfui Bos %  . . as os a Sie Z dt eS. J = . a ga tc" y esl : ae 2 m2 : { er * ‘ a ay e ee é: | mee Les 
iat 
—_ 
eee: 
sais 
eae 
es 
ee 
aes. 
ee 
IO ee 
a ee J 
nae 
an eeenee 
eR i 
es: 
sp aha 
toe 
Bi 
7s 
— ee a ee ef ee weet: e ee 4 oom Pa are ve ees MH ‘. oo Bc eye — ia ERE oc : “ De 2 
oer ee COC Os ee etd es oy en ene ame +s 
ess gk Oty Ug eee > | ORO lt : ew: Yok Oe Sess ee 
fiag's ¢°% .Owe Le. hi fe att “88 fhe oe cf tate ih: ig sitet 2 ee a te 
of hei oo _s 4 ‘ ¢ 2. ne P € #- ¥ : «9 a ee t ~% ee f aa : de ies zz ao 7 
> 9. Soe’. Cae POWYS Pua oe ae or Ce Ne oy We Gi ee) bee hy ee 
Pe eee tM AE ES Ute OF Stage fe Gy OE ETS ete, | 
q at oe. tiie De 4 ve go. 4*2 4 v #G@& ca Ew ig a’ Pe Le 
a ; at Anet rao oie 
é 4. “a eS Ee at % -¢ fee oe pf eee © 
ee C7 re Se Bee ac Re £ a). Gedy BN 
Pg de Oe? ae FOG ea mtd st 
eee ae eva” . BAG BISKy ee | 
. - = P + a Sa > %- a ae : : - 
ce€ Ss et E00 FS oe e . he pps rN #Z°°. 
Mpg. on isd fa B aie, amend - : “a * run 
AS ag  * sam > , aa * - . tes ae . ws - . a ae a 
ae: a \ P * : ee > £ 3 Jf ee Ae Vat. ee 
ce eS ee fot ee See : , ae  : we ae (es oe a y. oe e2 = 
oe gh 3 a Fey Se eee MR 2 were 2 oA ei 
. . ass of P i ° : : al eo 
1 Seats ae . Ey oe Ae 
nt gai: {Ay oS ri pie a as ae SO ae RE OS ON Ec RT ye en OS Ne Ramee ee a Ear ce mE taE Pubs amar ee Rey ed Fe Da Sh RE eng Ra ee ents NER ERR (re are Rena, CO ee tS aR eS occa LL a aaa 
te a ee SRE ne 


12 


ADVERTISING AGE 


lite, 
Sh 


May 2, 1938 


ee 


m@ Advertising 


ge 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Registered U. S. Patent Office 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 100 E. Ohio St., Chicago....... 


New York Office, 330 W. 42nd St........ 


G. D. CRAIN, Jr., President and Publisher 


KENNETH C. CRAIN, Vice-President. O.L. 


BRUNS, Vice-President. E. KEBBY, Secretary 


Editorial Department 
IRWIN ROBINSON, Eastern Editor; MURRAY E. CRAIN, Western Editor; RICHARD 
BOYLAN ESPEY, EDWARD H. EVERETT, FLOYD MILLER and RALPH O. 


McGRAW, Associate Editors. 
Correspondents in All Principal Cities 


Advertising 


Department 


NEW YORK: Kenneth C. Crain, Eastern Manager; E. F. Thayer, Philip W. Murphy, 


H. B. Odell, Jr. 


Manager. 


CHICAGO: O. L. Bruns, Western Advertising Manager; John E. 
Walsh, J. C. Gafford. SAN FRANCISCO: 
Reilly, Manager. LOS ANGELES: Simpson- 
ATLANTA: B. Frank Cook, Walton Building. 


Simpson-Reilly, Ltd., Russ Bldg., Walter S. 
Reilly, Ltd., Garfield Bldg., N. F. Loundagin, 


S. R. BERNSTEIN, Director 


of Research and Promotion 


MEMBER 


Audit Bureau of Circulations, Associated 
Association, Advertising 


Business Papers, Inc., National Publishers 
Federation of America 


Vol. 9, No. 18 


May 2, 1938 


5 Cents a Copy, $1 a Year 


The Right to Advertise 


The attack of the Federal Com- 
munications Commission on the ad- 
vertising policies of the American 
Telephone & Telegraph Company is 
a direct attack on the right of a 
public utility company to advertise. 
The FCC endeavors to show, with- 
out making a very impressive case, 
that the advertising of the company 
was used for wrong purposes, but its 
main argument gets down to the 
basic assault on the right of the 
company to use advertising to pro- 
mote its interests. 

In asserting that the interests of 
the stockholders, on the one hand, 
and those of the users of telephone 
service, on the other, are opposed, 
and that therefore the costs of ad- 
vertising and publicity should be 
borne by the stockholders and not 
by the customers of the company, 
the FCC raises an issue which should 
be met and disposed of once and for 
all. In effect it says that advertis- 
ing costs should not be charged to 
operating expenses and thus be con- 
sidered in fixing rates, but should 
come out of profits or surplus. 

What are the facts as to the value 
of advertising a public service, from 
the standpoint of the users of that 
service? Obviously, the cost of es- 
tablishing the facilities for service 
requires the major investment of 
funds in the public utility field, and 
those facilities must be provided 
whether revenues are large or small. 
The only way in which service can 
be improved and rates reduced is to 
make it so generally available and 


so widely used that the investment 
produces the maximum returns in 
revenues. 

In the telephone field this is what 
has actually happened. Through 
consistent educational advertising 
which has shown the widely vary- 
ing services of the telephone, and 
has convinced the public that the 
saving in time and the added con- 
venience which it supplies make it 
an investment of a highly profitable 
character, America has become the 
first nation in the world in the num- 
ber of telephones installed and in 
the amount of telephone service sup- 
plied. And in the same degree to 
which the service has been used, it 
has been improved in quality and re- 
duced in cost. 

This is an experience which is not 
peculiar to the public utility field, 
because it has been repeated in every 
line of business. Manufacturers and 
merchants in all lines have demon- 
strated over and over again the truth 
of the statement that good adver- 
tising reduces the cost of products 
and services to the public by obtain- 
ing wider use and reducing the unit 
expense to the purveyor. Thus the 
latter is constantly enabled to give 
more for the consumer’s dollar. 

It is to be hoped that the answer 
to the FCC’s charges is made so 
clearly that never again will the 
question be raised as to the pro- 
priety of a utility company using ad- 
vertising for the benefit of its stock- 
holders, its customers and the pub- 
lic generally. 


Choosing a 


We are glad to note the statement 
of Marshall Field & Co., reported in 
our issue of April 25, on the sub- 
ject of descriptive labeling. The 
policy of this great manufacturing 
and merchandising institution is to 
provide maximum product informa- 
tion through its labels, but it points 
out that labeling is net the answer 
to all of the problems of the con- 
sumer in the selection of merchan- 
dise which will give the greatest 
values and satisfaction in use. 

As G. Ray Schaeffer, director of 
public relations, said for Field’s, 
there are many other elements be- 
sides technical descriptions of prod- 
ucts, which can be carried on the 
labels, which determine the consum- 
er’s final choice. No consumer can 
be an expert on all of the numer- 
ous products which are required for 


Good Name 


the home. It is ridiculous to sup- 
pose that the average housewife can 
read the specifications for any two 
products, and from those descrip- 
tions alone determine which is best 
suited for her needs. 

Thus the name of the producer and 
the merchant who supply the product 
take on major significance. The 
brand which represents a _ satisfac- 
tory quality, as shown by experience 
in use, means more than all the de- 
scriptions which can ever be printed 
on labels. The consumer who knows 
what she wants, because she is 
familiar with the name of the prod- 
uct, and has already experienced the 
satisfaction which comes from use 
of a good product, doesn’t need the 
detailed data supplied by informa- 
tive labeling. 


UNSCRAMBLING PEPSODENT SLOGAN 


“No, no, Mrs. Smythe! 
twice a 


oF. PUL fh. 
DENTIST 


(Copyright, 1938, Saturday Evening Post.) 


It's see your DENTIST twice a YEAR, clean your TEETH 


DAY!" 


Ad-libbing 


How to Start a Movement 

The “Bulletin Index” of Pittsburgh 
the other week told the behind-the- 
scenes story of the newest important 
social movement—the Anti-Sour-Puss 
Organization, which it says was orig- 


JOYN 
ANTI-SOUR-PUSS 
ORGANIZATION 


ALL WE NEED IS MORE ANTIS 


Orgeniand Fobreary 1, (900-520 ERMARDO STREET. PIT TIBURON, Pa. 


inated by Josef Buerger of Alling & 
Cory, Pittsburgh paper house. Here’s 
the story: 

“Founder Buerger got the notion 
one day that it would be nice if he 
could help end the recession by get- 
ting everyone to forget the seamy side 
of life. Over his filet mignon that 
noon he broached the subject to Lib- 
erty Show Printing Company’s Presi- 
dent Harry Smith and Pittsburgh 
Printing’s Vice-President Will Golder, 
who tumbled over one another in the 
rush to get back to their plants and 
rig up some posters that would be 
appropriate. Mr. Smith found an old 
cut of a grinning alley-cat in his files, 
and right off the bat it was adopted. 

“Well, to date the two printing 
firms have printed over 50,000 post- 
ers and blotters. The William 
Penn Hotel has even concocted an 
Anti-Sour-Puss cocktail, and several 
firms have ordered stationery with 
the cat affixed, while 60 of the post- 
ers have been plastered up in the Tu- 
berculosis Hospital of Pittsburgh.” 


Mixing Them Up 

Lately we've been noticing more 
and more pieces in magazines which 
start rather far back in the book and 
then jump forward, instead of back- 
ward, and the other day we noticed 
the same thing in the Baltimore Sun. 
You begin a story on Page 18, for in- 


stance, and then you find that it’s 


continued on Page 7. Technically, 
there is probably no reason why 
stories shouldn’t be continued one 
way as well as the other, but this 
sort of thing confuses us, and prob- 
ably confuses others, too. Most pub- 
lishers still find jumps necessary and 
useful, although more and more of 
them are making efforts to avoid 
them. It does seem, however, that 
when they are used care should be 
taken to make them as easy to follow 
as possible. 


The Consumer Again 

Paul Garrett, director of public re- 
lations for General Motors, told the 
Four A’s at its recent meeting that 
it is no longer sufficient for business 
to produce goods or services of the 
kind customers want and at a price 
that customers can pay. “In addi- 
tion,” he said, “business must pro- 
vide and dispense those goods and 
services in a manner to win general 
approval and under circumstances 
that will promote social as well as 
economic progress.” 

Mr. Garrett was thinking primar- 
ily about the internal organization of 
business when he made that state- 
ment, but it is significant that he in- 
cluded the distribution of goods and 
services, as well as their production, 
in his comments. 

Advertisers are realizing more and 
more that under present conditions 
considerable importance must be at- 
tached to the manner in which goods 
are sold and advertised, as well as 
the results achieved. Many advertis- 
ers, of course, have held this opinion 
for decades, but others have flatly in- 
sisted that immediate cash register 
results are the only criteria by which 
advertising and merchandising efforts 
can be judged. But advertisers have 
learned, in the past few years, that 
more and more consumers now de- 
mand not only that the products and 
services they buy be well made and 
correctly priced, but also that their 
sales and advertising methods come 
somewhere near measuring up to 
current general ideas of social wel- 
fare. 


Jottings 

The headache and hangover crowd 
are doing all sorts of alarming things 
with the human cranium, such as 
pulling it out of shape, installing con- 
crete breakers in it, and whatnot. But 
one of them—-Kreml—has gone too 
far, by asserting that “once you’re 
bald your barber shop days must be 
confined to a shave, a shine and a 
manicure.” If that is true, we know 
a couple of fellows who have been 
played for awful suckers by their bar- 
bers for lo, these many years. . 


———— 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad- 
vertiser or advertising agency execu- 
tive writing on his business letter. 
head. 


No. 1340. Capitalizing on Per Capita, 


The Household Magazine has is. 
sued this study of per capita sales, 
covering the entire country, for foods, 
apparel, drugs and other leading 
commodity lines. Figures are com- 
piled according to the nine geograph- 
ical divisions of the country and by 
population groups, and provide a 
comparative picture of sales indices 
among large and small cities. 


No. 1341. Reading Habits of Enter. 
tainers and Show People. 

This folder, issued by The Bill. 
board, discusses the reading habits 
of theatrical people and outlines the 
publication’s editorial scope, reader 
services and coverage of the field. 


No. 1342. Certified Radio Survey of 
“Buying” Listeners. 

A new slant on determining radio 
station popularity is offered in this 
study issued by WMC. Research op- 
eratives interviewed customers at 
point-of-purchase, rather than by the 
phone-call-to-home method, the anal- 
ysis, therefore, indicating station 
preferences of actual buyers. 


No. 1348. 
ness. 

This booklet, issued by Radio Sta- 
tion WOR, lists WOR and WOR-Mu- 
tual advertisers for the year of 1937, 
with interspersal of advice in humor- 
ous vein, on business matters. 


How to Behave in Busi- 


No. 1330. Space Buyers Look at 
Newspapers. 
This nation-wide survey, issued by 
Ross Federal Research Corporation, 
reveals what space buyers and adver- 


information submitted to them by 
newspaper publishers. Highest rat- 
ings were given to circulation and 
reader interest, voted extremely help- 
ful. Other high ratings were given 
to identification of readers, newspa- 
paper and readers’ acceptance of 
products. 


No. 1331. The Lady Is a Champ. 
Radio Station WHN has issued 
this brochure describing the woman’s 
program conducted three times 
weekly over this station by Mrs. Ida 
Bailey Allen, home economist. The 
brochure outlines Mrs. Allen’s radio 
career, tells about the selling job she 


does, the market and its buying 
power. 
No. 1332. Consumer Analysis, 1938. 


This is the 15th annual consumer 
analysis of the Greater Milwaukee 
market, compiled by The Milwauket 
Journal, and it provides a clear pit 
ture of buying habits in regard 
scores of products. Data covers thé 
number of brands, number of fal 
ilies using each brand from year 
year, average monthly purchases pé! 
family, trend of package and bulk 
volume and per cent of store distr! 
bution of brands. 


No. 1333. The Story of the Dotted 
Map. 

The Michigan Radio Network ha 
issued this map which tells the story 
of a test made to show the locale 
of women listeners habitually tuned 
in to this network’s stations in tbe 
early afternoon. The map shows the 
coverage at a time when women 4 
supposedly hard to reach. 


No. 1312. Copy Testing Plan. 

Grit has issued this folder, whic! 
contains full details of the public 
tion’s copy testing plan, showing ho 
advertisers interested in the sm 
town market may gauge the pullisé 
power of copy before it is schedul 
for a general campaign. 
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WIN PROMOTIONS 


J. Z. Hollmann (left), appointed general 
sales manager of Celotex Corporation, 
Chicago, after 18 months as assistant 
general sales manager, and Henry W. 


Collins, appointed vice-president in 
charge of merchandising. He has been 
New York sales division manager. 


‘HIT OR MISS’ 


COPY DUE FOR 
EXIT: BORTON 


Chicago, April 26—Predicting a 
rapid decline in “hit or miss” ad- 
yertising, Elon G. Borton, advertising 
manager, LaSalle Extension Univer- 
sity, told the Agate Club here yester- 
day that advertising programs of the 
future would place increasing em- 
phasis upon pre-gauging copy and 
checking its results. 

Mr. Borton related LaSalle’s own 
experience in maintaining a consist- 
ent check for a two-year period fol- 
lowing each insertion of its annual 
campaign, a cumulative study which 
he said enabled the company to gain 
a definite idea of the results from 
each advertisement. 

Pre-testing of copy, he said, should 
be performed by someone not directly 
associated with its preparation. Ad- 
vertising experts, he commented, are 
not always able to see copy through 
“the consumer’s eye.” AS an exam- 
ple, he cited a recent meeting attend- 
ed by both advertising executives 
and those outside the field. Several 
advertisements were presented for 
judging by both groups. 

In almost all instances, Mr. Borton 
said, the advertising experts chose as 
best copy which had obtained the 


> poorest response from consumers. 


Length Not Important 


As far as mail order copy is con- 
cerned, Mr. Borton said that La- 


' Salle’s study of more than 2,000,000 


coupon returns has proven simple 
and direct, though lengthy copy to 


be far more productive than that 
_ which is brief and clever. Much of 
' LaSalle’s copy is 900 words in 


) length. 


iat 


Most of it appeals to inher- 
ently selfish desires. The manner of 
this appeal and the directness of the 
story told by the copy has proven 
far more important, Mr. Borton said, 


_ than design or illustrative content. 


LaSalle’s check on its returns also 
revealed that its most likely pros- 
pect is 30 years of age, holding a 
senior clerical or foreman’s position 
and earning from $2,000 to $7,000 
yearly. This individual, Mr. Bor- 
ton commented, is interested chiefly 
'n what he can gain for himself out 
of the courses offered. Advertise- 
ments appealing to the reader’s de- 
‘ire to “do something for his wife 
or his children” scored poorly. 

The number of returns is in direct 


' 'atio to coupon size, but the quality 


of these returns —the percentage 
Which results in actual sales — does 
hot always increase in proportion. 
LaSalle has also discovered that 
While large space copy is best in sell- 
a a lew idea, small-space insertions 
"ng more returns per dollar spent 
“D regular schedules. 


Starin in New Field 


tan nae A. Starin, formerly assis- 
* jdvertising manager of John F. 
© Company, Chicago, has opened 
atta, offices at 221 N. LaSalle 
seineard ‘hicago, as a publisher’s rep- 
ion, He has been appointed 
atic ra advertising manager for 
Collar yo onsumer News and White 
ounse] Mr. Starin will also serve as 
lon anu advertising, sales promo- 
‘and merehandising. 


N. Y. Tourist Drive 


Uses Radio Series 


The New York State bureau of 
publicity will soon launch a series of 
quarter-hour broadcasts over Station 
WGY, Schenectady, as part of its 
tourist promotion. 

Lithgow Osborne, conservation com- 
missioner, will be the official radio 
salesman, with Kelly, Nason & Win- 
sten, Inc., New York, the agency. 


$2 for Premium 


D. & L. Slade Company, Boston, 
Mass., is advertising a premium with 
announcements in newspapers and 
radio. A 12 piece set of Rogers 
Silverware, said to be valued at $5.34, 
is being given for $2 and six Slade 
labels or caps. H. B. LeQuatte, Inc., 
New York, has the account. 


Ayer Revamps 
Space Buying, 
Merchandising 


Philadelphia, April 26.—Reorgani- 
zation of the plans and media-con- 
tract departments of N. W. Ayer & 
Son, Inc., to coordinate functions and 
simplify operations, was announced 
today by H. A. Batten, president. 

C. L. Jordan, vice-president and di- 
rector of the company, assumes re- 
sponsibility for the executive direc- 
tion of all plans and merchandising 
work. 

Ayer’s plans department, said to 


be the first in any advertising 


agency, is now to be known as plans- 
merchandising department under the 
management of James W. Wallace, 
head of the former merchandising 
bureau. It includes a general bureau, 
responsible for complete plans, in- 
cluding merchandising, promotion 
and schedules; a statistical and re- 
search bureau, to make _ investiga- 
tions and prepare sales analyses; and 
a library bureau. Heads of the bu- 
reaus have not yet been announced. 


Bootman Heads Media 


The new media department, under 
the management of Harris D. Boot- 
man, will purchase newspaper and 
magazine space formerly handled by 
the media-contract department. It 
will also select publications for the 
magazine and newspaper schedules, 


formerly a function of the plans de- 
partment. 

Norman K. McInnis, formerly head 
of plans department, is now associ- 
ated with Mr. Jordan in special re- 
search work. 


Goldstein Promoted 


J. Walter Goldstein, associated 
with the company for the past 10 
years, has been appointed publicity 
director of Stix, Baer & Fuller, St. 
Louis department store, succeeding 
Chester D. Feitel who recently joined 
Kay Kamen, Ltd., New York. 


Staab to Agency 


Harry A. Staab has resigned from 
Paul Block Newspapers to become 
art director of Robert Newcomb & As- 
sociates, New York. 


SUMMER | 


THREE MILLION 
Mote LISTENERS 


ee equipped automobiles, radio equipped cot- 
tages and camps, radio-in-every-room hotels add 
tremendously to New England's listening audience during 


vacation time. 


This extra audience is a dividend audience. It’s mem- 
bers are attentive because they are at leisure, they are 
responsive because they have money to spend and their 
needs cover a wide variety from staple food stuffs, 
clothing and furniture to sporting goods and everything 


in the category of luxuries. 


The vacationing places of these pleasure-seeking 
summer throngs extend from the Connecticut shores of 
Long Island Sound to the forests of northern Maine. 
And throughout this extensive area they may be reached 
directly, effectively and economically by means of the 
fourteen-station facilities of The Yankee Network. 


THE YANKEE NETWORK, INC. 


EDWARD PETRY & CO., INC., Exclusive National Sales Representatives _ 
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|}rate about zero, but manufacturers 1901 DIRECT MAIL 
have no way of finding this out ex- — 

e e cept through bitter experience. A 
O l C e O : th e V e rt 1 cy e by beautiful letterhead on the part of 

a manufacturer’s agent, some fine THE B.F. GOODRICH COMPANY, 

This department is a reader's forum. Letters are welcome. endorsements and fair record in the 7 = 
past doesn’t mean an awful lot in Cos hanen ime. 
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But what’s a big mistake like that 
among friends? 
GRIDLEY ADAMS, 
New York. 
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—On Sharks— 


To the Editor: I line up with 
Underwood & Underwood on their 
version of the shark going after | 


Sambo, as against Mr. Love's state- 
ment (ADVERTISING AGE, April 25) 
that a shark must turn over on its 
back in order to gobble up a person 
or anything else. 

The picture clearly showed the 
pearl diver way below the surface. 
Acording to many deep-sea explor- 
ers, the only time a shark has to 
turn over is when the intended vic- 
tim is at the surface of the water, at 
which time the low-slung mouth of 
the shark makes it physically im- 
possible for him to get his meal un- 
less he turns over. 


From Sambo’s position, there is 
one more widow in the South Sea 
Islands. 

Haro.ip J. ASHE, 
Chicago. 
v v v 
—Is 2 to l 

To the Editor: Anent John L. 
Love’s comments on the shark in 
the Fisk tire photograph, we're not 


surprised — expected them 
of directions. 

We ourselves didn’t know so much 
about sharks and under-water ac- 
tivities before we made this photo- 
graph, but we learned a great deal 
about the subject before we started 
in. Among other things we found 
out was that sharks are not nearly 
so restricted in their eating habits 
as the layman thinks. 

So, to Mr. Love or anyone else who 
thinks John Paul Pennebaker should 
have turned the shark over on his 
back, we'll merely quote from J. E. 
Williamson’s ‘20 Years Under the 
Sea”: 

“IT can assure you that a shark does 
not have to turn over to bite. It 
can close its teeth into a mouthful 
of anything without turning over one 
degree.” 

Likewise, Alfred C. Weed, Curator 
of Fish, Field Museum of Natural 
History, gave us every assurance 
that we would be absolutely correct 
in forgetting the old theory that a 
shark had to flip over to take on his 
dinner. 


from lots 


FRANK B. MARSHALL, 
Underwood & Under- 
Illustration Studios, Chi- 


Vice-Pres., 
wood 
cago. 
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Dog and Horse Run 
Dead Heat for Drink 


To the Editor: A checkup of the 
full page advertisements in a recent 
issue of a leading monthly magazine 
gives a tie score of four to four for 
the dog and the horse. 

Of the eight, six extol the merits 


of respective brands of whiskies- 
three by the canine, three by the 
equine. 


Two of the horses were just about 


| the tiger in behalf of a cigaret wh 
|name suggests at 


least a thirst, i. 
not a whisky. 
WILL Juvy, 
Editor, Dog World, Chicago. 
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A Suggestion— 

To the Editor: In a recent issue 
of ApvVERTISING AGE, Burt Cochran, 
McCann-Erickson, Chicago, suggested 
a Chicago Advertising Badminton 
Association along the lines of the 
Chicago Advertising Golf Associa- 
tion. 

Tell him to look up Ted Grange, 
Ladies’ Home Journal; Tom Dough- 
ton, Mac Rainbot, Young & Rubicam; 
Bill Presba, Presba, Fellers & 
Presba, and Tom Lang, of our office. 
They all play four or five times a 
week and are tournament timber. 

Badminton is one thing about Chi- 
cago I miss. 

Joun K. Orr, 
Ridder-Johns, Inc., Chicago. 
vv¥$egy? 


—And a Challenge 


To the Editor: We take this means 
of issuing a blanket challenge to any 
or all advertising agencies in Chi- 
cago for a soft ball game, time and 
place to be decided upon by mutual 
agreement. 

Interested teams are asked to get 
in touch with the writer. 

CHARLES KINDER, 

United Advertising Companies, 
Chicago. 


Asks New ‘Approach 
to Radio Problems 


To the Editor: You are to be con- 
gratulated, along with President 
Paley of the Columbia Broadcasting 
System, on your outspoken’ con- 
demnation of the six-month “cat-and- 


mouse” license for broadcasters, 
which most assuredly does keep 
them in a position where’ they 


“might some day” be faced with the 
necessity of pleasing those in power 
in order to continue to exist. 

The time is in fact ripe for a new 
approach to the whole question of 
radio licenses: above all, for the ask- 
ing of many questions which have 
been passed over. Js there any rea- 
son—aside from politicians’ yen to 
manage everything—why the federal 
government should undertake’ to 
license anybody? 

The traditional answer, ‘“‘to prevent 
interference,” means only that gov- 
ernment engineers must allot kilo- 
cycles, hours, and watts to various 
localities. That done—and enforced 
—interference is controlled. <Any 
suitable local agency might then do 
the assigning of hours to national 
and local program producers, com- 
mercial and non-commercial. All 
could secure’ transmission service 
from electrical operators as publish- 
ers buy printing from press opera- 
tors. The economies obtainable are 
relatively far greater, in many Cases. 

Broadcasting is far worse enslaved 
to politics than any other advertis- 
ing medium. It isn’t only the broad- 


| 
| 


Could anybody do this much worse 
ihan it’s being done by the Wash- 
ington politicians? Forever they are 
“investigating” radio, and proposing 
| to do to it almost everything except 
relax their own grip on it! 

Harris K. RANDALL, 
Chicago. 
yvvwy 


To Rate Sales Ability 


To the Editor: You may be in- 
terested in a seal of approval we 
are developing for appraisal of manu- 
facturers’ agents. While this is along 
the lines of other well known em- 
blems, it has to do with man power 
and sales ability rather than a prod- 
uct. 

We know from five years’ experi- 
ence in dealing with manufacturers’ 
agents and manufacturers that there 
are many manufacturers’ agents who 


devise this seal. 

Naturally, we have been sparing in 
giving it out and in the past year 
or so have only qualified about 200, 
although we have data on over 17,000 
manufacturers’ agents. 

J. M. SWEENEY, 

President, Federated Sales Serv- 

ice, Boston. 
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Likes “Cold Turkey” 

To the Editor: May we reprint in 
the Cooperative Journal, with due 
credit, the recent ADVERTISING AGE 
story on the Northwestern Turkey 
Growers Association? This organiza- 
tion is one of the members of the 
National Cooperative Council. 


Vat C. SHERMAN, 
Director of Information, National 
Cooperative Council, Washing- 
ton, D. C. 
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Looking Back 

To the Editor: In the belief that 
samples of direct mail as used in 
days gone by are not only interesting 
but a provider of laughter in some 
instances, I am enclosing a copy of 
a little booklet in which we have col. 
lected some samples along this line 
which we made from 1865 to 1901. 

R. E. Powers, 


Public Relations Dept., B. F. 
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‘asting companies that are veered, 
to win or had just won the Kentucky | 


The medium stays frozen-——can’t or- 
Derby—one for whisky, the other for | ganize itself to meet changing list- | 
hats. A third horse and its whisky|ener habits, because Washington | 


sumably drank a certain brand of 
whisky. 
An Irish setter, a bit heavy in| 


structure, pointed the way to a cer- 
tain whisky. Four pages farther on, 
two English setters, of fairly good 
type, were posing in the show ring, 
being judged like the whisky as the 
best of their class. 

The oldest of the canine whisky 
advertisers had a_ full page—the 
black scottie and the white westie. 

A Labrador dog’ sat’ on his 
haunches in a full page advertise- 
ment for jodhpurs and other riding 


e sponsor were decorated for dis-| still views it only as a group of “sta- | 
tinguished service. A fourth horse, | tions” with no right to exist except | 
a buggy horse this time, forgot his|as politicians find them “meritori- | 
worries as did his driver, who pre- | ous.” 


Realistic listeners, of course, long 
since ceased to care about one radio 
transmitter or another. The family 
goes to its dial as to its newspaper. 
Dad grabs for the market page, 
mother the household page, sis the 
beauty column, and brother the sport 
section. But where are these on any 
city’s radio dial? All jumbled to- 
gether in chaos, by the rule of poli- 
tics and legalism. Is nobody but a 
Federal Commissioner qualified to sit 
in judgment on the proper use of 
Chicago radio channels, and say how 


|much time shall be given there to a 


CLEVELAND’S FRIENDLY STATION 


Member Columbia Basic Network 


John F. Patt, Vice-President and General Manager 
Edward Petry & Company, Inc., National Representatives 
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lation preventing the advertising of 
a bargain price on a particular model 
not in stock at that time was ap- 
proved. 

Charles H. March, of the FTC, pre- 
sided. He expressed the hope that 
the proposed code would benefit all 
concerned. His meeting was attended 
by almost all the automobile dealers 
in Detroit for the annual convention 
of the National Automobile Dealers 
Association. 


Bureau on Own 


WCCO Artists Bureau, formerly a 
department of WCCO, Minneapolis, 
has been organized as a separate cor- 
poration, with Al Sheehan, who has 
been with the Bureau for several 
years, as general manager. 
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Philadelphia department stores reprinted 

newspaper editorials in full pages to 

muster public opinion against a strike 
of warehouse employes. 


UNFAIR METHODS 
RENOUNCED BY 
AUTO INDUSTRY 


Detroit, April 26—A fair trade 
code for the automobile industry, 
embracing both dealers and manufac- 
turers, was drawn up and approved 
by a meeting of 800 dealers and fac- 
tory men here today. The code now 
goes to Washington for consideration 
by the Federal Trade Commission, 
which may amend it as desired be- 
fore final approval. 

The code, by implication and di- 
rect statement, bears importantly on 
advertising practices involving both 
the companies and their local deal- 
evs. Misrepresentation of all sorts, 
iisleading advertising, fictitious 
prices, alterations or erasures of 
trade-marks, incorrect illustrations 
and other subjects are covered com- 
prehensively in the proposed code. 


Requires Whole Truth 


Misrepresentation in advertising 
or otherwise is precisely defined. An 
unfair trade practice is “any false, 
misleading or deceptive statement, 
representation, guarantee or  war- 
ranty concerning the grade, quality, 
quantity, use, mileage, age, size, ma- 
terial, content, origin, preparation, 
year, model, type, price, manufacture, 
or distribution of any industry 
product.” 

Publication or circulation of false 
or misleading price quotations, price 
lists, terms or conditions of sale is 
also on the taboo list. 

Trade-marks are made the subjects 
of two rules in the code. One forbids 
the sale of merchandise on which the 
trade-marks have been altered in 
such manner as to deceive or mis- 
lead. A second prohibits the imita- 
tion of trade-marks, labels or brands 
of competitors. 


Defines Prices, Terms 


Importantly placed in the code is 
the clause under which many of the 
leading companies have faced FTC 
inquiry —the misrepresentation of 
Prices and terms. Unfair trade prac- 
lice in this respect is defined as the 
advertising of false or misleading 
prices for cars represented com- 
pletely equipped with standard 
equipment as outlined in the manu- 
lacturer’s catalog, or quoting of false 
oY misleading discount rates on cars 
sold by instalment. 

The code defines as unfair repre- 
Seuilation of prices or terms as “‘spe- 
Cal When they are in fact regular. 
Misleading illustrations—particularly 
the practice of picturing one model 
and quoting the price on a less ex- 
bens ve one—is also forbidden. 
Th ‘ Robinson-Patman act was also 
Njecled into the auto code, manufac- 
tivers being forbidden to make al- 
lowances to one dealer unless the 


Salue advantage is made available to 
all other dealers in a competitive 
area on an equal basis. 

Hopes of correcting a used car 


abuse 


were expressed when a regu- 


Westinghouse Starts 


Institutional Drive 


Westinghouse Electric & Mfg. Com- 
pany has launched a new institu- 
tional campaign with full pages in 
Philadelphia, Pittsburgh and Spring- 
field, Mass., newspapers. 

Copy will emphasize the human 
side of industry, showing how West- 
inghouse activities affect community 
payrolls as well as those handling, 
transporting and selling the com- 
pany’s products. 


Allen-A Adtemaeanis Hand 


E. O. Hand, for the past three 
years Western district sales manager 
of Allen-A Company, Kenosha, Wis., 
has been named general sales man- 
ager with headquarters in Benning- 
ton, Vt. 


Canada_ Dailies 


Create Bureau 
of Advertising 


Ottawa, Canada, April 26.—A step 
towards a “united front” for news- 
papers of the entire North American 
continent was taken Friday when the 
Canadian Daily Newspapers’ Associa- 
tion decided to create a Bureau of 
Advertising to conduct business re- 
search and promote advertising in 
daily newspapers. 

The new bureau, to be subsidiary 
to the parent body, will affiliate 
with a similar organization of the 
American Newspaper Publishers As- 


sociation. The new bureau will be 
governed by a board of directors. 

A research committee has been op- 
erating for 18 months to such good 
effect that it was decided to put the 
effort on a permanent basis. 

The general meeting of the Ca- 
nadian Daily Newspapers’ Associa- 
tion elected officers as follows: presi- 
dent, Victor Sifton, Winnipeg Free 
Press; vice-president, William Wal- 
lace, Toronto Star; past president, 
Lieut-Col. R. F. Parkinson, Ottawa 
Journal; treasurer, W. J. J. Butler, 
Toronto Globe and Mail. 


To Represent WIBW 
Walter Biddick Company, Los An- 
geles, has been appointed Pacific 
Coast representative for WIBW, 
Topeka, Kan. 
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dust one of the reasons why ’ 
mere ond more poopie prefer 
© shop ot Jewel 


How Chicago chain turns clean news- 
print to account. 


Dad's Day May 
Get Congress’ 
Official OK 


Washington, D. C., April 26.—When 
advertisers decided to rally around 
Father’s Day, June 19 (ADVERTISING 
Agr, April 18), they probably had lit- 
tle realization that Congress might 
soon make it official. 

While the fate of House Joint Reso- 
lution 634 is still shrouded in doubt, 
its sponsor, Charles H. Leavy, of 
Washington, rose in the House the 
other day to make a speech in be- 
half of Father, who he feels is en- 
titled to almost as much attention as 
Mother, whose day was officially set 
by the Sixty-Third Congress as the 
second Sunday in each May. 

Representative Leavy allowed W. 
W. Giles, editor of the Wilbur Regis- 
ter, Wilbur, Wash., to do most of his 
talking, quoting the genial editor as 
follows: 


He Pays and Pays 


“The Register was favored this 
week by a friendly call from Mrs. 
John Bruce Dodd, of Spokane, the 
lady who originated the idea of 
Father’s Day. Being a father, one 
realizes that he should be paid a 
small tribute one day during the 
year, for on the other 364 days he 
has to pay, and pay, and pay, for 
this, that, and the other. 

“So far as we are able to see from 
long experience in this world, dad is 
usually at the short end of the horn. 
He does a lot of blowing but seldom 
hears any pure notes from the other 
end of the said horn. If there are 
any sounds emanating in his direc- 
tion, they are usually sour. 

“About the only time a man gets 
any attention is when he is born. As 
a baby boy he is usually pretty cute 
and much made over by the opposite 
sex. In a few years, however, he is 
usually referred to as an ornery brat, 
and from that period on isn’t given 
any serious thought. When he gets 
married, aside from the mere men- 
tion that he is there, nothing is said 
about him in the news stories. When 
his first-born arrives, the paper 
merely says that so and so was born 
to Mr. and Mrs. Blank but the people 
who read it know his small part in 
the borning business, and all the 
sympathy goes out to the mother. 

“From then on he just works the 
old treadmill daily. The wife tells 
him what to wear, what to eat, and 
how to behave, ably supplemented by 
the daughters, who shunt him out to 
the kitchen when company arrives, 
where he is forced to play solitaire 
or twiddle his thumbs, as he pleases. 
He is told several times a day that 
he is an old grouch or a granny, de- 
pending on his temperament, and is 
consulted about nothing in the fam- 
ily scheme of things. 

“Yes, we did. We shook hands with 
Mrs. Dodd twice. She is a darned 
smart woman.” 


Heads Weber Sales 


James Robinson has been named 
general sales manager of The Weber 
Dental Mfg. Company, Chicago. 


Drug Stores to 
Be New Outlets 


on Radio Nurse 


|be employed to market the Radio 
/Nurse, Mr. Herrmann added, al- 
ithough drug stores offer the most 
| promising possibilities in addition to 
| the company’s present facilities. 
| “Drug stores,” he commented, “are 
| excellent outlets for gadgets, and 
while the Radio Nurse does not fall 
Chicago, April 27.—Both chain and | into that classification, we feel that 
independent drug stores were pro-|jit will benefit from the technique 
jected today as distribution channels ‘that the drug stores have used suc- 
for the new Radio Nurse introduced | cessfully on other products.” 
early in March by Zenith Radio Cor- | Distribution will be sought through 


poration. ‘advertising in American Druggist 
Zenith’s introductory campaign on|and Drug Topics, Mr. Herrmann 


the device produced a highly favor- | said. 
able reaction, Edgar G. Herrmann,| “With this expansion completed,” 
Zenith advertising manager, said,| he added, “we expect to resume con- 
while indicating that broader distri-| sumer copy vigorously.” 

Newspaper and magazine copy for 


bution is desirable. 
House to house solicitors may also| Zenith is placed by E. H. Brown 


Advertising Agency. 
program, which also figured in Radio 
Nurse promotion, is handled through 
J. Walter Thompson Company. This 
show is off the air for the summer. 


Gair Appoints Three 
Robert Gair Company, New York, 
has appointed A. J. Slade sales man- 
ager, folding carton divisions; W. R. 


Callaghan, sales manager, Eastern 
folding carton divisions; H. J. Mce- 
Philliamy, sales manager, shipping 


container divisions. 


F letcher in Outdoor 


H. R. Fletcher has resigned as vice- 
president of Bromiley-Ross, Inc., New 
York, to become New York represen- 
tative of Trowbridge Outdoor Adver- 
tising Corporation, Newark. 


| 
Zenith’s radio 


BBB Issues “Facts” 


Booklet for Consumer 


National Association of Better 
Business Bureaus has issued “Facts 
You Should Know About Advertis. 
ing,’ a booklet for consumer distri- 
bution emphasizing advertising’s 
function in the present economic sys. 
tem. 

All Better Business Bureaus are 
distributing the booklet, one of a 
series in the BBB’s consumer educa- 
tion program. 


Branham Chart Out 


Branham Company, New York, has 
issued its annual telephone chart, 
listing addresses and numbers of or. 
ganizations connected with advertis- 
ing in New York. The charts are 
| being distributed free. 


‘WoRKSHOP IN T 


se for the people who plan apse ey 
and produce the Hollywood 


broadcasts of the world’s larg- 


est radio network... 


‘en Southern California activities of the 
Columbia Broadcasting System will center 


in this magnificent new group of buildings, 


at Columbia Square,H oll ywood. 


Here, the experience and inspirations of 
program- producers, engineers and archi- 
tects have been fused into the most efficient 
“workshop” in radio: a new headquarters 


for the production and servicing of network 


and local programs. 


Columbia Broadcasting System 


COLUMBIA SQUARE, HOLLYWOOD 
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Risk Brokers 
May Advertise 
Their Function 


Chicago, April 26.—A fall radio 
program which would stress the vir- 
tyes rather than the faults of the 
often criticized middleman is under 
consideration of the Insurance Brok- 
Association of Illinois, Frank 

Lavin, chairman of the executive 

committee, said today. The contem- 

plated program would be the first ra- 
dio advertising for the group. 

The projected campaign, as dis- 

4 | at an association meeting here 


cusseG 


S jast week, will “sell” the value of the 


————* 


ers 


services offered by fire and casualty | 


brokers in addition to the actual sale 
of the policy, but will do so in an in- 
direct fashion, Mr. Lavin said. These 
services, he added, are the brokers’ 
competitive argument against the 
savings offered by mutual companies. 

While plans are still in a nebulous 
stage, he indicated that a typical pro- 
gram might present a domestic con- 
versation between husband and wife, 
with the latter complaining of the 
fatigue after bargain hunting for gro- 
ceries at roadside stands in prefer- 
ence to trading with her neighbor- 
hood retailer. This, Mr. 
plained, would present an opportu- 
nity for the husband to develop the 
several services offered by the neigh- 


borhood grocer or other retailer in| 


Lavin ex- 


addition to actual selling of merchan- 
dise. 

A dialog of this kind, he com- 
mented, would serve a dual effect, in 
leading up to an effective sales pres- 
entation for brokers’ services in fire 
and casualty insurance, and in win- 
ning the good will of many retailers. 
A considerable number of the latter, 
he added, are excellent prospects for 
the brokers. 

Brokers, Mr. Lavin said, have no 
complaint against the business meth- 
ods of the mutual companies, but feel 
that their own services in negotia- 


tions on claims and other transac- 
tions need emphasis. 
The association’s advertising in 


the past has been confined to occa- 
sional newspaper copy. 


ELECTRIC RAZOR 
SALES IN 1937 
HIT 1,500,000 


New York, April 28.— Electric 
razors sold in 1937 numbered 1,500,- 
000—-as many as were put into con- 
sumers’ hands in all the preceding 
years of the electric razor industry. 
About 2,000,000 are in use; another 
1,000,000 repose in attics, the buy- 


ers having abandoned hope. This 


—— 


SR Ritcrtete Orbe 


Allen L. Billingsley, president, Fuller & 

Smith & Ross, Cleveland, elected vice- 

chairman, American Association of Ad- 

vertising Aqencies, at its White Sulphur 
Springs convention. 


picture of the new industry and 
its effect on the old one is given 
in the current issue of Fortune, 
which reports that the public spent 
$20,000,000 on electric razors last 
year, whittling down the expenditure 
for wet-shaving supplies to $80,000,- 
000, of which $5,000,000 went for 
razors and a little more than that for 
brushes. 

“The big business,” commented 
Fortune, “was in the estimated $50,- 
000,000 for blades, plus some $20,000,- 
000 for soaps, creams, lotions, powd- 
ers. For, as every school girl knows, 
the capital investment in wet shav- 
ing is low; the real money is in the 
replacement business.” 


Battle for Electricity 


Fortune tells how manufacturers 
of electric razors particularly Schick, 
worked with railroads and steam- 
ships to induce them to install 110- 
volt outlets for the benefit of users, 
while developing small batteries 
which will give three months’ use 
to those wandering from beaten 
paths, and a farm battery guaran- 
teed to give nine months’ service. 
Also interesting is its story of dis- 
tribution. 

“You might imagine,’ said For- 
tune, “that the principal retail out- 
let for dry shavers is the drug store. 
It is not. The drug store has been 
too closely identified with wet-shav- 
ing economics, for one thing. For 
another, the drug store atmosphere 
where a dollar will buy an ample 
supply of wet-shaving accessories, 
hardly tempts a customer to part with 
$15 for anything to do with remov- 
ing whiskers. The biggest retail out- 
let for dry shavers has been, of all 
places, the credit jeweler. Here is 
truly a commercial marriage of con- 
venience. For the jeweler brings to 
the dry-shaver manufacturer a credit 
system through which his product 
may be sold for as little as 25 cents 
a week, a figure not far from the rou- 
tine cost of wet-shaving supplies.” 


American Spectacle 
Introduces Moto-Glas 


The introduction of Moto-Glas, new 
driving spectacle with a _ two-tone 
lens for day and night driving, will 
key the late spring and summer pro- 
motional efforts of American Spec- 
tacle Company, New York. 

Copy will appear in Esquire, Amer- 
ican Druggist, Drug Topics and N. A. 
R. D. Journal. Edwin M. Phillips & 
Co. is the agency. 


Roth Shifts 


Joseph B. Roth, formerly with Mc- 
Call Pattern Company, New York, 
has joined Advance Pattern Com- 
pany, New York, as manager of the 
pattern department. 


Stoltz Joins Agency 
Warren S. Stoltz, formerly with 
the Federal Reserve Bank of New 
York, has joined Frank Kiernan & 
Co., New York, as account executive. 


Brewer Names Smith 

Falls City Brewing Company, 
Louisville, Ky., has appointed W. J. 
Smith Company, Louisville, to direct 


its account. 
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Five-Year Contract 
for Skol Car Cards 


Supplementing newspaper and 
magazine advertising, Skol Company, 
Inc., New York, has placed a five- 
year contract for car advertising in 
the Chicago surface and motor coach 
lines, B. M. T. subway and elevated 
lines and Eighth Avenue subway in 
New York, and Long Island Rail- 
road. Skol Antiseptic for sunburn 
will be advertised. 

The contract runs through 1942 
and advertising will appear during 
the summer months of this five year 
period. J. Walter Thompson Com- 
pany, New York, is the agency. 


Get WRJN Posts 


Harold Newcomb has been pro- 
moted to general manager and Rob- 
ert G. Venn to commercial manager 
of Station WRJN, Racine, Wis. 


Agency Names Sternberg 

Wm. H. Rankin Company, New 
York, has appointed H. Sumner 
Sternberg as merchandising director. 
He formerly served retail merchants 
as merchandising counsel and adver- 
tising director. 


~ UNUSUAL COVERAGE 


——E 
e x Circulation This issue 60,000 


RACTICAL BUILDER 
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PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement). 


E 


C 


OPPOSITION. OF 
EXHIBITORS IS 
FACTOR IN RADIO 


Prevues on hir Due to 60, 
Hollywood Report 


(Editor's Note: ADVERTISING 
AGE has just completed a study of 
radio’s trend toward Hollywood, 
and its advertising and merchan- 
dising implications. This is the 
last of three articles.) 

Hollywood, Cal., April 28.— What 
does the motion picture’ industry 
think of the rush of radio producers 
to the film capital? How do ex- 
hibitors feel when they hear that a 
star whose screen output they have 
to sell may now be heard on the air 
for nothing? 

Some of the thoughts of the pic- 
ture world may be the result of to- 
day’s business recession, for it is an 
open secret that picture business is 
badly off. News reports in the trade 
papers of show business, like Variety, 
indicate that the picture makers are 
cutting their costs severely, and are 
determined to economize even if it 
means that their biggest stars can’t 
be 


indulged in million-dollar pic- 
tures. 
Producers in Doubt 
The loudest cries of anguish re- 


garding the present radio picture sit- 
uation are coming from exhibitors. 
Theater managers are loud in their 
protests against the competition of 
radio, fostered by the picture’ in- 
dustry itself, and are pointing out 
to their producers that when Jack 
Benny and Charlie McCarthy go on 
the air for Jell-O and Chase & San- 
born coffee, their best picture hours 


on Sunday are promptly shot to 
pieces. 

While picture companies are go- 
ing in for radio cooperation in a 


RIMENT STORE 


e 


1002 


Addressed 
Individually 
ond by name . 
to: * 


President 
Superintendent or Store 
anager 

General Merchandise 
Manager 

Advertising Monager 

Controller 

Display Manager 

Personnel or Training 
Manager 

Purchasing Agent 

Divisional Merchandise 
Monagers 


Coverage — 


COMPLETE and CONTROLLED 


through selection! 


The most scientifically planned of all circulation— 


And the Buyers of: 
Corsets 


Lingerie 

Hosiery 

Dress Accessories 

Home Furnishings 

Floor Coverings 

Housewares 

Infants’ and Children's 
ear 

Linens and Domestics 

Men's Furnishings 

Millinery 

Notions 

Piece Goods 

Ready-to-Wear 

Shoes 

Stetionery 

Silverware 

Jewelry 

Toilet Goods 

Art Needlework and 

Gift Wores 


Retail Circulation . 27,075 
Wholesalers 
Moaufacturers >. 
Miscellaneous 
Total Circulation . 30,000 
Twice each month—issued on the 


10th end 25th. Forms close 
on the lst and the 15th. 


2,925 


selected and controlled. ... No guess-work—no hit- 
or-miss—but a hand-picked list supplied by the store 
management in line with the importance of the posi- 
tions of the individuals. 

This is the basis of the twice-a-month controlled cir- 
culation of DEPARTMENT STORE ECONOMIST. .. . Not 
only the largest, but also the most scientific in its field. 

If you sell to or through department stores, your 
advertising belongs in the medium that gives you 
THE MOST COMPLETE COVERAGE OF BUYING POWER 


in the field. . . . That medium is 


DEPARTMENT STORE ECONOMIST 
239 WEST 39TH STREET 


Chestnut Street of Séth 
Philadeipma 


NEW YORK CITY 


90) American Bank Building 
Pittsburgh 


29 East Madison Street 
Chicego 


them as part of the routine. 


TAKING RADIO REHEARSALS SERIOUSLY 


Movie stars are reported to dislike radio rehearsals, while radio artists regard 


Getting ready for a “Fibber McGee and Molly” 

program are, left to right, Don Quinn, author; Marion and Jim Jordan, the stars; 

Cecil Underwood, production expert of Needham, Louis & Brorby, the Johnson's 
Wax agency. In rear, John L. Louis, agency vice-president. 


big way, as evidenced by Metro- 
Goldwyn-Mayer’s weekly show for 
Maxwell House Coffee, they are not 
entirely happy about the situation, 
either. They realize that their stars 
are in demand for radio programs, 
and the bigger the star, the less con- 
trol they have over his radio appear- 
ances. 

Many of the producers place defi- 
nite restrictions on the radio appear- 
ances of the stars whom they have 
under contract, but when the play- 
ers become important box-office assets 
it is difficult to keep them froni cash- 
ing in on their reputations by way of 
radio. Consequently the attitude of 
the picture companies is that since 
their stars are certain to work in 
radio as well as pictures, they may as 
well go along and capture some of 
the incidental publicity. 

M-G-M is doing its best for pictures 
in its radio show for Maxwell House 
Coffee, as Bob Taylor closes each 
weekly chore of m. c¢.’ing with the 
words, “Go to the movies and enjoy 
yourself.” But cynical exhibitors 
point out that their customers can’t 
listen to Bob and popular associates 
like Fanny Brice and Frank Morgan 
while occupying a seat in a theater. 

Question of Prevues 

One sore point with exhibitors 
may be removed, it is hinted. This is 
the picture prevue, which has been 
featured on many radio programs 
emanating from Hollywood. The ex- 
hibitors have yelled bloody murder 
as a result of allowing the stars to 
do their picture stuff on the air 
ahead of the release of their films. 
They insist that public curiosity is 
satisfied when they learn what the 
big moment in the picture is going 
to develop. 

An effort has been made to meet 
this objection by including in the 
prevue only a portion of the drama- 
tic wallop, thus building up suspense 
which it was hoped would increase 
the demand for the theater presenta- 
tion. This has failed to satisfy the 
exhibitors. The result is that the 
picture prevue is coming off the air 
entirely, according to current com- 
ment, with radio presentations of 
film material limited to pictures 
which have been on view for a con- 
siderable period. 

Some of the picture 
don’t agree with the 


executives 
exhibitors’ 


business. They feel that better show- 
manship by the theaters would solve 
the problem, and that shots in the arm 


ble features are not the right answer 
to the industry’s sales problems. In 
fact, Darryl Zanuck, of Twentieth- 
Century Fox, was recently reported 
to be preparing to deliver a rather 
scorching indictment of exhibition 
methods to a group of theater man- 
agers, and it was also said that 
Jimmy Fidler intended to explode 
some similar material on his Drene 
radio program with the approval of 
some of the leading picture produc- 
ers. 


charges that radio is ruining picture | 


like premiums, bank nights and dou-| 


fan publications have been strongly 
opposed to permitting picture stars 
to become too prominent in radio. 
They take the ground that this is di- 
rect competition with the theater 
box-office, and that the current slide 
in motion picture attendance has 
been accentuated by the large vol- 
ume of radio fare provided by Holly- 
wood picture stars. 

Variety recently published some 
figures which indicated that increases 
in radio listening might be due to the 
business recession, making it more 
desirable economically to sit by the 
fireside and enjoy air programs than 
to spend money for picture attend- 
ance. 

Observers who are studying the 
problem with a longer range view- 
point believe that the greatest compe- 
tition between pictures and radio in- 
volves the amusement dollar less than 


the time of the listener. In other 
words, since movie attendance is 
drawn principally from the great 


middle classes, and since neighbor- 
hood theater admission prices remain 
modest, the public is still in a posi- 
tion to attend pictures if it prefers 
pictures to radio. But obviously it 
cannot do both on a maximum scale. 

The better the radio program 
serves the function of entertaining 
the public, the less time there will be 
available for attending the movies. 
This is the obvious problem of the 
moving picture producer whosé best 
bets at the box-office are now building 
audiences for radio advertisers. And 
since this trend is continuing, and 
Hollywood may ultimately be able to 
make good its claim that it is the 
radio capital as well as the picture 
capital, the film magnates are willing 
to admit that they will experience 
their full share of headaches in the 
future. 


Net of Question 


An excellent suggestion made re- 
cently by a fan magazine editor was 
that radio could cooperate effectively 
with films by using program featur- 
ing the young stars of the movies. In 
this way public curiosity in the new- 
comers would be stimulated, without 
developing the direct competition 
which exists when big picture stars 
are exploited through the medium of 
radio. And, of course, showing film 
stars in original dramas which have 
not been screened avoids the problem 
successfully. 

All of the picture studios have 
publicity departments in Hollywood, 
but little of their advertising is 
planned and written here. Since 
Hollywood is becoming the _ battle- 
ground for all amusement interests, 
picture advertising and promotion 
might take on new values if the ex- 
ecutives who have the job of selling 
pictures to the public were a little 
closer to the product. 


“G vaphie Tend’ * Out 


Aarons, Sill & Caron, Inec., Detroit, 
has started “Graphic Trends,” 
monthly house organ showing trends 
ot business, payrolls, exports and im- 


Editors of moving picture trade and) ports and current affairs. 
i 
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Study Use of 
Standard Hues 


by Newspapers 


New York, April 26.—Standard ¢o)}. 
ors for four-color newspaper printing 
have been adopted by the Americay 
Newspaper Publishers Association. 
American Association of Advertising 
Agencies, and Association of Na. 
tional Advertisers, it was revealed jp 
the annual report of the ANPA me. 
chanical department here this week 

A survey is now in progress to de. 
termine to what extent these colors 
are actually being used, the repor 
disclosed. A preliminary investiga. 
tion showed that 50 newspapers were 
using these colors regularly, and q 
number of others part of the time. 

On the subject of newsprint cop. 
servation, the report revealed a start. 
ling increase in the number of pa. 
pers adopting four-point colump 
rules. A saving of 1.3 per cent has 
been effected by such papers. 

Important changes among _ the 
printing trade schools to which the 
ANPA contributes were noted in the 
report of the committee on printing 
trade schools which recommended 
continued support of these projects 
along with expansion of the courses 
now offered in these schools. 


Merge in Rochester 


During the past year, the Empire 
State School of Printing at Ithaca, 
N. Y., was merged with the Rochester 
Athenaeum and Mechanics Institute 
as the printing department of that 
institution. The greater opportunity 
for obtaining students and increased 
possibility of finding part-time em. 
ployment for students, along with the 
advantage of direct contact with the 
fastman Company and other similar 
concerns, were factors causing the 
shift. 

The Southwest Vocational School 
at Dallas, Tex., which suspended op 
eration during the year, was reopened 
under new management Jan. 10, 1938. 
The ANPA contributed $1,000 to get 
the new enterprise started and has 
voted an additional $5,000. 

The Southern School of Printing at 
Nashville, Tenn., which also received 
$6,000 from the ANPA last year, was 
reported in excellent condition, with 
a steadily increasing enrollment and 
a commendable record of placement 
of graduates. 


Kimball to Mathes 


Frank Kimball, advertising cob: 
sultant and copy specialist, has 
joined J. M. Mathes, Inc., New York, 
as copywriter and contact executive 
For the past 11 years he has been on 
the faculty of the Columbia Univer: 
sity School of Business, and _ has 
served Young & Rubicam, William 
Esty & Co., Ruthrauff & Ryan and 
Benton & Bowles as copy specialist. 


Joins Longrie Motor 


G. V. Pucci has been appointed 
sales manager of Longrie Motor 
Company, Waukesha, Wis., which is 
producing a new two-cycle type all 
cooled motor with a variable spark 
control magneto for use on bicycles 
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TIP TOP TEASER 
‘COMING! 


On the way! 
it will win your favor 


TIP TOP 


What??7 A 
sensation! It’s 


TIP TOP 


® 
What's TIP TOP? It's 
tangy — tasty — health. 
ful. You'll say that 
“There's a world of 
ifference.” More 


tomorrow. 
— 


ih - — —& 
poe Wait! You'll 
know more. It will be 

a smash hit—with 


everybody. q 


owners purchased accessories during 
1937. 

While the demand for the steam 
type engine is still ten to one over 
the streamlined models, the advent 
of the latter makes accessories even 
more important. With the old 
coaches there is a large supplemen- 
tary sale of different types of coach. 
On the streamlined train there is no 
difference in coach and therefore no 
sale except of accessories. 

Americans this year will spend an 
estimated $10,000,000 on toy railroads, 
no small part of which will come to 
Lionel from hobby-minded adults for 
switches, tunnels, bridges, stations 
and all the other equipment which 
adds realism to the miniature rail- 
road systems. 


Woodley’s in Drive 
Woodley’s Inc., Milwaukee, 


ening borax soap flakes. 
premium is featured. 

. . . ” 
“Silver Lining” Bows 


Popular Science Monthly, 


bits of current 
them in brief fashion. 


Gets Castle Bread 


E. J. Herter, Inc., New York, has 
Hubbard @& 
as advertising 
agent for Castle Bread for Slenderiz- 


appointed Kimball, 
Powel, New York, 


ing, a Swedish importation. 


has 
Started a six-week campaign in the 
Milwaukee Journal for its water soft- 
A tea towel 


New 
York, has started weekly distribution | 
of a two-page letter, “The Silver Lin- 
ing,” which culls the more optimistic 
news and presents 


Philadelphia 
Used Car Plan 
Ends Problem 


Philadelphia, April 28.—Wolfing- 
ton’s, local Plymouth and DeSoto 
|dealer, has boomed his used car 


business by bringing the buyer and 
seller together. The two are given 
an opportunity to discuss cars in gen- 
eral and one in particular, so that 
the new owner will learn just what 
he has in store. Salesmen remain 
silent during this interlude under 
the Wolfington code. 

As sales of new cars are now con- 
ducted, the prospect merely lists his 


old auto with the company, which 
takes a 30, 60 or 90 day option on it. 
The owner continues to drive the car 
until a buyer is found. 

The frankness is extended to the 
trade-in allowance and the price the 
dealer charges for the old car. The 
plan not only relieves the dealer of 
carrying a large stock of used cars, 
but “sews up” the prospect for anew 
auto, since his old one is to all in- 
tents and purposes the property of 
the dealer. 


Mayhew Joins Schutz 


Payson Mayhew, for seven years in 
charge of display material for Erwin, 
Wasey & Co., has joined the sales 
staff of Thomas A. Schutz Company, 
Chicago advertising display coun- 
selor. 


Newspaper copy used to whet interest 

in new Bohemian beer of Sunrise Brew- 

ing Company, Cleveland, through Gor- 

don Vichek Advertising Agency. Radio, 

outdoor and car cards are also being 
used. 


TRAINS PAVE 
WAY FOR SALE 
OF ACCESSORIES 


Lionel Makes Success with 
New Viewpoint 


New York, April 27.—One maker of 
railroad equipment, at least, is satis- 
fied with present conditions. The 
Lionel Corporation, maker of toy 

trains, revealed here this 


as its 1937 net sales reached 
$3,500,000, 

Behind Lionel’s success lies the 
story of the establishment of a sea- 
sonal item upon a year-around basis 
through a_ shift 
merchandising. 

In 1930 model train sales slumped 
toa new low and Lionel launched an 
extensive campaign, through national 
> magazines, to promote spring and 
* summer sales. Many theories were 
before it was finally estab- 
lished that purchases of so expensive 
a toy as an electric train are re- 
stricted to the Christmas season. 


S high 


1 

; electric 

> week the establishment of an all time 
i 


in promotion and 


tested 


For Young and Old 


The answer to the summer sales 
valley was finally found in train ac- 
cessories and in making the trains 
a hobby instead of a toy. New 
switches, trestles, gates, signals, and 
freight equipment were introduced 
and improved yearly. Promotion was 
directed frankly to the adult who 
Was encouraged in his love of trains 
and advised to make the most of it. 

Trains were improved, made more 
realistic and more complicated. A re- 
mote control system was invented 
that allowed the operator to push a 
button and blow the whistle, couple 
and uncouple coaches, and load and 
unload freight cars. The toy became 
4 fascinating, ingenious bit of mech- 
anism whieh fathers bought for 
themselves as much as for their sons. 


“Builder” the Cornerstone 


The cornerstone of the new cam- 
baign Was the Model Builder, a Lio- 
lel house organ that was converted 
‘nto a consumer magazine in Decem- 
‘er, 1926. Sinee that time the publi- 
‘ation has reached a circulation of 
“000 and now maintains itself by 
alvertisng plus paid circulation. It 
Was through Model Builder, supple- 
hented by direct mail and dealer pro- 
Notion, that summer sale of acces- 
“res Was firmly established. A sur- 
‘*y conducted by the magazine indi- 
“ated that 89 per cent of all train 


DISPLAY Ss 
igners & Builders 
CONVENTION-EXHIBITS 
WINDOW, INTERIO hy t TRAVELING DISPLAYS 
ADVERTISER'S DISPLAY STUDIO 
RS Se. Wabash Ave. - Chicago, Boi =~ 


** SOFTLY 


AS THE MURMURING PINES °:°:-s 


MAY WE REMIND YOU on the 
eve of summer schedules, that: 


$70,000,000 IN VACATION MONEY WILL BE SPENT THIS SUMMER 
IN MINNESOTA, THE LAND OF WCCO* 


MINNESOTA — the land of 10,000 crystal clear and pine fringed lakes, again this summer, 


will be the Mecca of millions of vacationists from the prairie states and valley 


country. Wherever these vacationists stop, their radios will get the clear, strong signal 


of WCCO... 


. the only clear channel, 50,000 watt radio station in the Northwest. 


VACATION MONEY is easy spending money. Seventy million summer dollars are worth 


a sales push. Plan your WCCO summertime schedule now . 


WCCO 


MINNEAPOLIS - SAINT PAUL + 50,000 WATTS, 810 KILOCYCLES 
COLUMBIA BROADCASTING SYSTEM - 


*Data from Minnesota State Tourist Bureau. 2,250,000 tourists will spend 
one-fourth of this $70,000,000 in retail stores. The balance will go for 
gasoline and oil, lodging, recreation, food and confections. Minnesota's 
tourist industry is the third industry in the state. Only agriculture and 
mining exceed it. 70 million summer dollars are worth going after. 


RADIO 


. call Radio Sales. 


SALES 
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SPACE BUYER DEMONSTRATES PROWESS 


Ed Nelson (left), space buyer, Wade Advertising Agency, Chicago, and the fish 
who lost the battle to him and his brother-in-law, Phil Niederman, at Ft. Lauder- 
dale, Fla. The pair caught 18 Wahoo ranging from |5 to 35 pounds, as well as 

a 150-pound Black-tip shark. 


TWA Copy to 
Vary in Each 
Major Center 


New York, April 27.—-Special local- 
ized copy appeals, adapted to individ- 
ual requirements of major traffic cen- 
ters, characterize a new campaign 
just launched by Transcontinental & 
Western Air, Inc., Kansas City, con- 
sisting of nine insertions of 840 lines 
each, in key city newspapers from 
coast to coast. The drive is the first 
released through J. Stirling Getchell, 
Inc., recently appointed to handle the 
TWA account. 

The decision to sponsor what, in 
effect, is a different campaign for 
each major traffic center, followed a 
survey which revealed that traffic 
promotion factors differ radically in 
various’ sections. Getchell men 
worked in the field as ticket solici- 
tors to secure first-hand information 
on which to build the campaigns. 


Appeals That Pull 


Although layouts are generally the 
same and pictorial treatment domi- 
nates each of the localized cam- 
paigns, copy and headlines are en- 
tirely different. In Chicago, for ex- 
ample, the non-stop “Skyclub” serv- 
ice to New York is featured; in San 
Francisco, the amiability and _ effi- 
ciency of Ole May, TWA traffic man- 
ager, is exploited; in Los Angeles, 
the scenery over the Grand Canyon 
dominates; and in New York “the 
route that follows the old Santa Fe 
trail through the warm colorful 
Southwest” is played up. 

The campaign is said to mark the 
“largest consistent space used by any 
airline.” J. C. Roberts is TWA ad- 


vertising manager, and Emerson 
Foote, account executive at the 
agency. 


In Atlanta 
THEY LISTEN TO 


Preposition Nice to 
End Sentence With, 
| Says Noted Novelist 

New York, April 27.—Perspiring 
copywriters, often beset by the 
taunts of their more erudite brethren 
on the true literary worth of adver- 
tising copy, have gained a somewhat 
unexpected ally in W. Somerset 
Maugham, the well known English 
writer, whose newest book, “The Sum- 
ming Up,” has just appeared. 

In this book, he delivers a few 
sharp rights and lefts to those who 
blanch at the sight of a split infini- 
tive or a preposition at the end of a 
sentence. 

He also indicated that the reader 
is often just as good a judge of liter- 
ary excellence as the academic 
theorist, offering hope to copy men 
whose sole claim to excellence has 
been that their work pays them a 
good salary and does a selling job for 
the advertiser. 

Mr. Maugham cheerfully admits 
that such deficiencies as misplaced 
punctuation marks and overlong sen- 
tences have often been discovered in 
his writings, but remarks that the 
many books he has read on English 
prose were “vague, unduly theoreti- 
cal, and often scolding.” 

“It is necessary to know gram- 
mar,” he declared, “and it is better 
to write grammatically than not, but 
it is well to remember that grammar 
is common speech formulated. Usage 
is the only test.” 

Critical of writers who exact an 
effort to understand their meaning, 
Mr. Maugham names two causes for 
this obscurity. 

“One,” he commented, “is due to 
negligence and the other to wilful- 
ness. People write obscurely because 
they have never taken the trouble to 
learn to write clearly. Another cause 
of obscurity is that the writer is him- 
self not quite sure of his meaning. 
This is due largely to the fact that 
many writers think, not before, but 
as they write.” 


KDB Advances Pollock 


Earl M. Pollock, formerly commer- 
cial manager of KDB, Don Lee sta- 
tion in Santa Barbara, Cal., has been 
appointed station manager. 


WRINKLING 
CURLING 
SHRINKING 


LAYOUTS+-DUMMIES - MASKING 
PHOTO MOUNTING « every paper- 
joining need. 

TRY BEST-TEST FOR CLEAN, 


SPEEDY RESULTS 
AT ALL DEALERS 


FOR FREE SAMPLE, WRITE 


UNION RUBBER & ASBESTOS CO. 


TRENTON, N. J. 


Getting Personal 


The bubbling spirit of Frank Conolly (Oakite Products) is spread- 
ing good cheer these days along the West coast. Mrs. Frank is making 
the one-night stands, too. . . Stanley Resor (JWT prexy) has been re- 
elected vice-president of the Associated Hospital Service. . . 


The show-world’s famous slo- 
gan, “The show must go on!” was 
matched a few nights ago by an 
advertising man who felt he had 
to carry on a tradition. Over in 
Madison Square Garden, the Ring- 
ling Bros. circus found itself 
throttled by a strike, whereupon a 
bunch of management executives 
and friends pitched in, moved 
props, and pulled away at ropes. 
And in the stands a lone figure 
peddled programs—he was Har- 
vey Mayer, son of the man who’s 
had the advertising rights to the 
Big Show’s program for 56 years. 
Not once in all those years did a 
performance go by without pro- 
grams... 


STARTS PRESSES — 


Aboard the Aquitania last 
Wednesday was R. E. Goes, Cal- 
vert Distillers export manager, 
bound for a tour through Eng- 
land, France, Belgium, and Hol- 
land. He’s trying to popularize 
American liquors on the Conti- 
nent, and apparently doing a good 
job, judging from sales records 
for last year. . Fifty years in 
any business is a long time. That 
was reason enough for the testi- 
monial party given Albert Ehlers, 
Brooklyn food packer last Satur- 
day. But the rejoicing was all —-— - a 
the more spontaneous when the old gent reported that sales of the 
company that bears his name is now at an all-time high. 


Mrs. Robert Crombie, widow of the late 

president, Vancouver Sun, presses but- 

ton putting a new 320-ton Goss press 
into operation. 


Aside from worrying about lots of the problems that worried other 
publishers at the ANPA meeting, G. B. Williams, Daily Times, Geneva, 
N. Y., did a swell promotion job in telling everybody about the trout 
fishing in his own Finger Lake district. The natural attractions have 
been enhanced, he reported, by a federal re-stocking project that’s 
dumped no less than half a million good-sized trout in the streams. . 
A band of old cronies forgot the ANPA sessions Tuesday night, when 
they gathered to do honor to Charles H. Taylor, publisher of the Boston 
Globe, who served as ANPA president from 1902 to 1905... 


Frederick D. Montgomery has retired from business after nearly 
50 years with the Manz Corporation, Chicago. He was chairman of 
the board and previously was president of Manz. . . Don U. Bathrick, 
assistant g.s.m., Pontiac, has brought his new bride home with him to 
Birmingham, Mich. Mrs. Bathrick is the former Laura McAlister, 
daughter of former Governor Hill McAlister and Mrs. McAlister of 
Nashville, Tenn. . . 


John H. Koch, central Western manager of Gardner Publications, 
Inc., Cincinnati, is passing out cigars celebrating the arrival of Peter B. 
April 24. .. Miss E. Evalyn Grumbine, Mrs. Andrew McNally in private 
life, national advertising director of Child Life, Chicago, is the author 
of “Reaching Juvenile Markets” which has just come off the Mce- 
Graw-Hill Book Company press. . 


George S. De Rouville, head of an Albany advertising agency, has 
been given a life membership in Rotary International in recognition of 
his work in organizing the Albany Rotary Club 25 years ago. . . Jane Wil- 
lenborg, daughter of Charles E. Willenborg, b. m. of the Kentucky Post, 
is now Mrs. Frank B. Koester. He’s promotion manager of the Cin- 
cinnati Post... 


Over 500 Armco employes planted an oak tree outside the office 
window of George M. Verity, chairman of Armco’s board of directors, 
honoring him on the 50th anniversary of his entrance into the steel 
business. The tree will be known as the Verity Oak... 


Bill Bailey, chief cousel of public relations for Stations WLW and 
WSAIT, Cincinnati, is suffering from nervous exhaustion brought on by 
overwork. .. Lucius M. Seiberling, commercial sales manager of Seiber- 
ling Rubber Company, Akron, narrowly escaped death a few weeks ago 
when a bullet ricocheted from a piece of steel sheeting and struck him 
in the abdomen. At the time, he was firing at the steel sheeting to de- 
termine the velocity of bullets from a special gun to be used later in 
testing the company’s new “blow-out proof” and “bullet-proof” inner 
tube for pneumatic tires. . . 


More Cincinnati news: Ralph H. Quinn, g. m. Cincinnati Enquirer, 
has been named to the board of directors of Good Will industries, a 
charitable institution. Other members of the board are John C. Pogue, 
head of H. & S. Pogue Company; W. Howard Cox, head of Union Cen- 
tral Life Insurance Company; H. C. Blackwell, president of Cincinnati 
Gas & Electric Company; Harvey C. Knowles, general superintendent 
of Procter & Gamble Company; and R. W. Nelson, v. p., First National 
Bank... 


The Easter bunny brought a daughter to Mr. and Mrs. Floyd M. 
Crawford (executive sec’y., Greater Buffalo Advertising Club) ... And 
Nancy Joy arrived at the home of M:. and Mrs. Guy A. Osborn, (Chi- 
cago newspaper rep) just in time for Easter. Now two year old Guy 
Asa will have a playmate... 


Accidents must be in the air: Mary Coffey, Guenther-Bradford 
& Co., suffered a serious head injury several weeks ago and is now re- 
covering in a sanitarium at Wedron, Ill. . Georgia Rawsoen, State 
Teachers Magazines, Inc., is convalescing at her brother’s home in Ana- 
mosa, Ia., from an operation and expects to be back in Chicago in a 
couple of weeks. .. 


William K. Hollander, advertising manager of Balaban & Katz, 
Chicago, has been elected a director of the company... 


—ee 


Credit Losses 
of Newspapers 
Infinitesimal] 


New York, April 26.—Greater finap. 
cial strength of advertising agencig 
and a continuance of the trend awa, 
from newspaper circulation Zuarap. 
tees were emphasized in the annua) 
report of the committee on advertig. 
ing agents, submitted to the Ameri. 
can Newspaper Publishers Associa. 
tion at its annual convention her 
this week. . 
During the past year, the cre@j 
rating of 107 agencies on the ANP, 
recognized list has been increase 
and only 24 lowered. A supplementgj 
report covering the period since Jap. 
uary 1, 1938, reveals that 80 rating; 
have been lifted and 42 lowered. 

Only one recognized agency failej 
to meet its obligations during 1937 
and has been rated on a cash basis 
since 1937, the report stated. Credj 
losses during the year averaged .00}) 
per cent for national display anj 
.0055 per cent for local display, , 
definite improvement over the pre 
ceding year. 

Of the 519 recognized agencies, %) 
per cent now operate under the 
standard conditions laid down by ya 
rious publishers’ organizations anj 
the American Association of Advyer. 
tising Agencies. Many of the remaip. 
ing 17 per cent have assured the 
committee that they plan to join the 
fold in the near future, according ty 
the report. 

The practice of accepting contracts 
carrying circulation guarantees was 
characterized in the report as a 
“heads they win, tails you lose’”’ prop. 
osition. Rebates are provided when 
circulation falls below the guaranteed 
figure while rates are no higher in 
case of circulations surpassing guar. 
antees, the report declared. 

Five years ago, 65 per cent of the 
papers queried granted such guaran: 
tees. Today, this figure has been re 
duced to 19 per cent. “This note 
worthy reduction,” said the report, 
“gives promise that this objection 
able practice will soon be a thing of 
the past.” 


Predicts $60,000,000 
Volume in Slacks 


During the past six years sales 0 
slacks have jumped from $10,000,000 
annual volume to an _ anticipated 
peak of $60,000,000 this year, Cluett, 
Peabody & Co., New York, reported 
last week in connection with a new 
sales kit for retailers outlining Sar 
forized-Shrunk merchandising plats 
for 1938. 

The theme for this year’s sales ¢ 
forts will be “A complete slacks 
wardrobe for every customer.” Re 
tailers were urged to recommend 4 
“fresh pair daily” and to offer price 
concessions for multiple sales. 


Radiobar Moves 


Radiobar Company of America 
which manufactures phonograpbs 
combined with Philco radios, has 
moved from Los Angeles to Philadel 
phia. 


Street 
Journal subscribers read 
it through from first 


94°, of Wall 


page to last. Average 
daily reading time de- 
voted to its sixteen to 
twenty pages is 29/2 
minutes. 
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HARD TO MISS 


on the 
BaO 


This 
Sunday, 
April 24 


New Schedules offer more convenient train 
service — including NATIONAL LIMITED and 
pipLOMAT to Cincinnati, Louisville and St. Louis; 
SHENANDOAH to Pittsburgh and Chicago — only 
train in the East with Stewardess-Nurse. 


2 Streomliners to Baltimore & Washiegton 
ROYAL BLI E leaves Phila. (24th & Chest. Sts. Sta.) 11:38 A.M. 
COLL MBIAN leaves Phila. (24th & Chest. Sts. Sta.) 6:31 P.M. 
‘on 


me 
hete Schedules and Information, Consult B & O Ticket Agents 


BALTIMORE « OHIO ‘Raileoad 


Ingenious use of small newspaper space 
by Richard A. Foley Advertising Agency, 
Philadelphia, B&O counsel. 


PREMIUMS. MAKE 
REPEAT SALES 
FOR DROMEDARY 


New York, April 27.—Superstition 
as a selling theme will make its bow 
May 13 when Hills Brothers Com- 
pany launches its latest addition to 
the Dromedary line of food products. 
Built around the slogan, “Take the 

fcurse off Friday the 13th,” the pro- 
motion will feature Dromedary Date- 
Nut bread, each package of which 
will contain a miniature dromedary 
as a good luck charm. 

Although the campaign was con- 
ceived too late to permit national 
consumer advertising, grocers are ex- 
pected to tie in with the good luck 
theme in window and counter dis- 
plays. Skull caps, bordered with 
Dromedary charms and bearing the 
»words, “Ask Me,” are to be worn by 
store clerks to attract attention. 

Other premiums being offered in- 

pclude skull caps, bracelets from 
Mwhich to hang the good luck charms, 
Pand cut-outs of an Arabian desert 
Mscene. All have been tested in East- 
ern markets where Dromedary Date- 
Nut bread was first introduced. 
Dromedary charms proved popular 
ywith women and children when of- 
B ierea in connection with Dromedary 
) Pasteurized Dates in New England. 

A prize contest will also be staged, 
‘cash prizes being offered for the best 
letters on, “What use I made of my 
Dromedary charms.” 

It takes six of the charms to make 
a bracelet, and consumers do not re- 
ceive their bracelets until they send 
in two bread labels plus 10 cents. 
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Has Myriad Uses 


Dromedary Date-Nut bread is a 
ready-to-serve loaf packed in a can. 
It can be used as bread, with cream 
cheese or other spreads for sand- 
wiches, or heated and served with 
truit or sauce as pudding. Retailers 
seta free ean of bread, to be used 
lor samples, for each dozen loaves 
they buy. 

Charm bracelets and pins are cur- 
rently best-sellers in variety and de- 
dartment stores. While good luck 
‘harms have been used as premiums 
vefore, but never for a grocery 
product. 

_ Hills Brothers has adopted a new 
premium for two other products in 

he Dromedary line. With each pack- 
age of Gingerbread Mix or Devil’s 

Food Mix will go cookie cutters in 

he shape of card suits. Repurchas- 
on a assured by including two of 

Cutters with the first purchase, 
sg other two insuring repeat busi- 


hess 


Van Horn to Kupsick 


— Horn Homes, a home devel- 
bointed at Elmhurst, L. I, has ap- 
‘tne : R. Kupsick Advertising 
‘ertiging 3 York, to direct its ad- 
etecuting Edwin Cades is account 

ve, 
=. 


MOST AUTHENTIC AUTOMOTIVE 


ADDRESSING service 


39,604 Car Dealers, 62.313 Inde- 
pendent Shops. 12.517 Fleet Own- 
ers, 6,509 Automotive Jobbers. 
WRITE — te 

MOT 
5 


OR SERVICE MAGAZINE. 


49 
Ww. WASHINGTON BLVD., CHICAGO, ILL. 


Pigeon Hole 
for Survey on 
Living Costs? 


Washington, D. C., April 
While the Federal Trade Commis- 
sion’s cost-of-living study, made at 
the specific request of the President 
some months ago as a potential aid 
in devising means of combating mo- 
nopoly control of prices, has been 
completed, it probably will never see 
the light of day in its entirety. 

The report is transmitted to the 
President this week. He is expected 
to take it along with him fer study 
during his forthcoming Atlantic 
cruise. It is unlikely that it will 
have had any serious influence on 
the President’s monopoly message 
which is to reach the Congress 
April 29. 

The report comprises several hun- 
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dred typewritten pages. It is ex- 
tremely doubtful that it will be re- 
leased in the near future, although 
the FTC may prepare a short sum- 
mary, avoiding reference to the more 
controversial features. 

Because the study _ obviously 
touched such points as the new Fair 
Trade Acts, uniform bids and basing 
point systems, it carries “dynamite.” 
Its purpose was to determine the ex- 
tent to which monopolistic practices 
affected living costs. 


: . | 
That many business practices and | 


possibly some labor 
arranged in 


programs are 
the findings is a fair 


guess. And that the findings will 
have a definite effect on any mo- 
nopoly control legislation to be 


backed by the Administration, either 
in this Congress or the next, goes 
without saying. 


Media Records Moves 


Media Records, Inc., has moved to 


| 354 Fourth avenue, New York. 


March Gain of 
Rotogravure Is 
6.8 Per Cent 


Chicago, April 27.-—Rotogravure’s 
string of gains was unbroken in 
March, though the increase was 


smaller than in other recent months, 
according to the tabulation of Kim- 
berly-Clark Corporation. Rotogra- 
vure accounted fer 1,122,837 lines in 
March, compared with 1,051,810 for 
March, 1937, a gain of 71,027 lines, 
or 6.8 per cent. 


Local Increases Largest 


The largest increase was regis- 
tered by local roto, which showed a 
March figure of 397,529 lines, com- 
pared with 361,094 in March, 1937, 
the gain being 36,435 lines, or 10.1 
per cent. National roto made a gain 
of 4.8 per cent, with 725,308 lines for 


Mareh, 34,592 more than the 690,716 
carried in March, 1937. 

Of the March total, monotone com- 
prised 956,842 lines, and color roto 
the remaining 165,995. 

The first quarter gain for roto- 
gravure is 8.54 per cent, with 2,579,- 
284 lines carried in 1938, compared 
with 2,376,446 in 1937. The in- 
crease amounts to 202,838 lines. The 
local gain was 17.31 per cent; that of 
national, 3.2 per cent. 


Sell for “Investor” 


Harold W. Haskett has been ap- 
pointed to represent The Petroleum 
Investor, Tulsa, Okla., in the Cin- 
cinnati territory, and Halpern As- 
sociates in New York. 


Named for “Y” Drive 


McConnell, Baxter & Eastman, 
Ltd., Vancouver, B. C., have been ap- 
pointed for a publicity campaign in 
connection with a $500,000 drive for 
a new Y. M. C. A. building. 


“ : 
i; get @ wire right out to every salesman 


in my territory. New York says our new WLW show’s been 


okehed. 


Now we’re really set.”’ 


W LW = [he Nation’s Station 


CINCINNATI 
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oe NEWSPAPER PROMOTION MANAGERS HOLD BUSY CONVENTION IN NEW YORK 1C 


Below, Mary Rice Anderson, Nash- 
ville Tennesseean, concentrates. 
Animated group at right includes 
Jacques A. Caldwell, Port Huron 
Times-Herald; Raoul Blumberg, 
Washington Post; Don McWain, 


Louisville Courier-Journal, and 

Russ Stewart, Chicago Times. 

Lower right, Hamon S. Cram, 

Columbus Dispatch, rallies James 

R. McKeldin, Richmond News- 
Leader. 


Launches Whisky Drive 


Newspapers in 85 cities are being 


used by Canada Dry Ginger Ale, Inc., 
New York, in a spring campaign for 
Johnnie Walker Scotch whisky. Copy 
continues the theme, “It’s Sensible to 
Stick with Johnnie Walker.” Na- 


tional magazines and outdoor painted 
bulletins are also being used. 
York, 


@.. Mas 


Mathes, Inc., New is the 


A lovely bride in your advertising will stop 
every eye. For June is her month and the 


world bows at her feet. We have an assort- 
ment of appealing brides and grooms just 
completed Let us send some on approval 


from which you can make selections at stock 
photograph prices. 


PHOTOGRAPHIC 
ILLUSTRATIONS, INC. 


143 N. Wabash Ave. Chicago. IIl. 
FRAnklin 0074-5-6 


PROMOTION MEN 
URGED TO SELL 
ENTIRE FIELD 


New York, April 28.—Basking for 
the first time in the limelight of the 
ANPA meeting here, the National 
Newspaper Promotion Association 
this week conducted a four-day con- 
vention devoted to a detailed an- 
alysis of the function, planning and 
operation of the promotion depart- 
ment, as well as its relationship to 
other major newspaper departments. 

Interspersed with practical, infor- 
mal discussions led by members of 
the association and participated in 
by fellow promotion managers, were 
several addresses by guest speakers 
well known in the publishing and 
advertising fields. 

Among the latter were Col. Julius 
Ochs Adler, general manager, New 
York Times; Dr. George Gallup, di- 
rector, American Institute of Public 
Opinion, and research director of 
Young & Rubicam, Inc.; Leo E. Me- 
Givena, president, Briggs & Varley; 
Edward C. Lloyd, Marketing Re- 
search Division, Bureau of Foreign 
and Domestic Commerce; W. A. 
Thomson, director, ANPA Bureau of 
Advertising; and W. S. Townsend, 
of Townsend & Townsend. 

Colonel Adler told the NNPA that 


naman nace 


$ 


H 


ae ee 


RS - 
nosed eceti cdi nen 


render to cameraman. 


pressions. 


John 


{ fay ~——S 
i / 


At left, John C. Stafford, Rockford Star, is absorbed 
in book; Jale Albert, Detroit News, listens, and 
Charles L. Baum, Journal, Portland, Oreg., explains. 
Right, Willard “de Lue, Boston Globe, and W. 
Murray Metten, Wilmington News-Journal, sur- 


Right, study in ex- 
Bradford 
Wyckoff, Troy Rec- 
ord, and Harold B. 
Crow, Toronto Globe 
& Mail (rear). Front, 
C. Stafford, 
Rockford Star 
George Grim, Min- 
neapolis Star. 


and 


Left, officers in huddle. 
Left to right, Kenneth C. 
Mason, New York Sun. 
convention chairman: Ver. 
non C. Myers, Des Moines 
Register and Tribune, sec- 
retary; Elsa Lang, New 
York Herald Tribune, 
president; Ivan Veit, New 
York Times, treasurer. 


“newspaper promotion is still in its 
infancy,” and pointed to the first 
combined meeting of ANPA and the 
NNPA as an indication of the grow- 
ing appreciation of the importance 
of the newspaper promotion depart- 
ment. 


Should Reflect Personality 


He pointed out that a promotion 
department should be competent to 
analyze and solve circulation and ad- 
vertising problems independently 
and not merely serve other depart- 
ments as “an errand boy.” Promo- 
tion material should reflect the per- 
sonality of the paper, he said, but 
this restriction need not stifle the 
imagination of the promotion man- 
ager nor the originality of his work. 

Colonel Adler pointed out that pro- 
motion which pursues a single sturdy 
theme is more effective than “a 
shower of promotional outbursts.” 
Mudslinging and competitive promo- 
tion which utilizes obscure or mis- 
leading linage or circulation figures 
should also be avoided. 

Another function of the promotion 
department should be to coordinate 
the selling efforts of the advertising 
staff by mapping a definite policy 
and insisting that salesmen adhere 
to the program, Colonel Adler de- 
clared. The department should also 
serve the paper as a clearing house 
of ideas for the entire staff, he said. 


Aids General Welfare 


Other responsibilities of the promo- 
tion department are to contribute to 
the general welfare of the field by 


promoting the press in general as 


well as one individual paper, since 
all newspapers have a common stake, 
and to plan as much as one or two 
years ahead. 

In return, Colonel Adler said, each 
paper owes its promotion staff a 
sympathetic ear, a reasonable budget 
in good times or bad, and protection 
from interference. 


Results Are Significant 


Doctor Gallup discussed “Profitable 
Ways Newspapers Can Use. Re- 
search,” pointing out that results are 
getting more and more attention to- 
day and that newspapers ought to 
direct their research efforts to this 
subject. 

Mr. McGivena said that “many 
publishers still think that promotion 
is something that gets the goat of 
the competition across the street.” 
Many publishers are believers in the 
sudden, splash type of promotion but 
“an electric shock is no substitute 
for an electric light.” 

He stressed the importance of re- 
iteration as a principle of successful 
promotion, pointing to the numerous 
examples of products which have 
been nationally advertised for gen- 
erations and have become part of 
the national habit. 

“Pig iron promotion, consisting of 
statistics and charts, is all right for 
the few who are figure-minded, but 
the major audience ovght to be 
treated to a lighter bill-of-fare,” he 


said. More human interest and liv- 
lier copy is needed in newspaper 
promotion. 


“Advertisers still buy space on a 
(Continued on Page 25) 


Robinson Editor 
Donald W. _ Robinson, 


Bailey to Anfenger 


Harrison Bailey, 


ment of Anfenger 
Agency, St. Louis. 


NO OTHER 
MEDIUM 


gives you even HALF 3 
much farm coverage in the 
8 midwest states as_ 


“Gocused” Aduertising 
THE MIDWEST 
FARM PAPERS 


- Prairie Farmer 


formerly 
associate editor of Drug Topics and 
Drug Trade News, has been named 
editor of American Press, New York. 


formerly a (ol 
tinuity writer for Station KMOX, St 
Louis, has joined the radio depart 
Advertising 
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Se hare Fat 
i for so ma 
were the’ advertis The 1938 student contest for essays 
ypdbiantgns: ole on "How Advertising Benefits the 
rticle ce C89, Consumer,” which has just closed, 
moore 2) was the third such annual competi- 
tion sponsored by Advertising Age 
as its contribution to the good © 
all advertising, in the hope that 
it will foster more intelligent and 
careful thought about advertising 
on the part of the public in gen- 
eral, and the rising generation in 
particular. The newspapers rep- 
resented on this page, well as 
all others which sponsored local 
tie-ups and publicized the contest 
in their communities, helped mate- 
rially in advancing this objective 
and made an unselfish contribution 
to the good of all advertising. We 
i : believe fhey deserve the thanks 
—= Bx t ool, 'a tu nd E ffi « and appreciation of the entire 
advertising field. 
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ADVERTISING AGE 


MEMBERS OF 


Above, two agency executives 

talk it over. Charles H. Eyles 

(left), Richard A. Foley Adver- 

tising Agency, Philadelphia, and 

William Resor, vice-president, J. 

Walter Thompson Company, New 
York. 


At right, C. H. Vasoll, Kenyon & 
Eckhardt, New York, is jovial as 
he registers; Joseph Katz, pres- 
ident of the New York agency 
of that name, waits with a smile; 


in background, V. O. Schwab, 


ration 


Schwab & Beatty, New York. 


son, 


At left, Westerners stick together. 
John Weiser (left), vice-president, 
Botsford, Constantine & Gardner, 
Los Angeles, with Alfred G. Syver- 


The solemn group at right com- 
prises Henry Eckhardt, Kenyon & 
Eckhardt, 
Four A's; Mr. Benson; William H. 
Johns, chairman, executive com- 
mittee, 
& Osborn; 

O'Dea & Co., New York. 


president, Syverson - Kelly, 
Spokane, Wash. 


retiring chairman of 


Batten, Barton, Durstine 


Mark O'Dea, Mark 


FOUR A'S HAVE BUSY TIME AT THEIR WHITE SULPHUR SPRINGS CONVENTION 


At left, the new staff: left to 
right, John Benson, president; 
Gilbert Kinney, J. Walter Thomp. 
son Company, board chairman: 
Frederic R. Gamble, executive 
secretary, and E. DeWitt Hill, 
McCann-Erickson, Inc., re-elected 
treasurer. 


Below, Ralph Van Buren, Ruthrauff 
& Ryan, New York, enjoys chat 
with O'Neill Ryan, Jr., vice-pres- 
ident and new business ace of 
Blackett - Sample - Hummert, Chi- 
cago. 


Now Offers Color 


The Herald-Telegram, Chippewa 
Falls, Wis., is now offering color to 
advertisers. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


PROMOTION MEN 
URGED T0 SELL 
ENTIRE FIELD 


(Continued from Page 22) 


little information and a lot of im- 
pressions,” said Mr. McGivena in 
stressing the importance of making 
every impression a good one. Per- 
manence, continuity, and sequence 
are prime requisites of good promo- 
tion, he said. 

Mr. McGivena also pointed out the 
extreme importance of having promo- 
tion work done by persons with 
enough technical proficiency to meet 
and satisfy the demands of those re- 
ceiving the promotion, who are usu- 
ally expert enough to appreciate the 
finer points of copy and layout. 


Help from Government 


Mr. Lloyd characterized news- 
paper promotion as “a plus service 
to advertisers,” and discussed efforts 
which the Department of Commerce 
is making to supply up-to-date, usable 
statistics for use in analyzing mar- 
kets. He revealed that the 1938 edi- 
tion of “Consumers Market Data 


Handbook,” giving information about 
buying habits for 72 different prod- 
ucts, will be off the presses in a few 
weeks. 

The need for a basic definition of 
the aims and functions of the news- 
paper promotion department was 
brought out in a clinic discussion 
led by Willard de Lue, Boston Globe. 
He revealed results of a survey which 
indicated complete absence of stand- 


ardization in promotion  organiza- 
tions. In one newspaper of 30,000 
circulation, the promotion § depart- 


ment consists of two persons; in a 
paper of 220,000 of two persons; in 
a paper of 280,000, ten; in a paper 
of 285,000, two. 

Among the comments on this sub- 
ject was an assertion by Raoul Blum- 
berg, Washington Post, that depart- 
ment terminology in newspapers is 
basically wrong. Comparing the 
newspaper with a manufacturer of a 
consumer product, he pointed out 
that the newspaper advertising man- 
ager is in reality the sales director, 
while the promotion manager is com- 
parable to the advertising manager 
of the manufacturer. 


Typography Discussed 


Typographic “Do’s and _ Don'ts” 
were offered by Ruf Gonzales, type 
specialist of the New York Herald 
Tribune. He deplored the trend to- 
ward condensed gothics, terming 


them “ugly and unreadable.” Type 
should be selected to make the ad- 
vertising message easily readable, a 
result that cannot be achieved by 
“patterns.” Sans serif types are gen- 
erally excellent, he said, because 
of their flexibility, legibility and 
design. All-caps are dying out, he 
declared, upper and lower case _ be- 
ing more desirable. Caps_ should 
be used only for accentuation, not 
for complete headlines, he added. 

How to plan research to develop 
linage was discussed by Ivan Veit, 
New York Times. He recommended 
elimination of mail questionnaires, 
whenever possible; careful research 
planning in advance; and handling 
of readership studies by outside as- 
sistance, if possible. Howard Roper, 
New York Daily News, showed a 
number of specimens of data pre 
pared for salesmen. 

A clinic session conducted by Ken- 
neth Mason, New York Sun, on “Pres- 
entations That Sell,” emphasized that 
presentations should be built, not 
written, and should be constructed to 
do a complete selling job in them- 
selves. 


Mann with Ritter 


Bruce R. Mann has been named as- 
sistant advertising manager of Ritter 
Dental Mfg. Company, Rochester, 
N. Y., maker of dental chairs and 
equipment. 


“Simplicity” Gains 
Advertising revenue of Simplicity 
Magazine for May, 1938, is up 161 per 
cent over May of last year, according 
to Harry Singer, advertising direct 
tor. 


STOCK PHOTOS 
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Thousands of ready - to - use 
& illustrations, on all subjects, 

are available for your inspec 

tion. Write, wire or 


@ KAUFMANN & FABRY CO: 
e 425 S. Wabash Avenue e Chicage 


Telephone Harrison 3135 
106 West 43rd St., NEW YORK. 
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ADVERTISING AGE 


25 


DEALERS URGED 
TO ADVERTISE 
ACTUAL PRICES 


General Motors Chairman Has 
New Plan 


Detroit, April 27.—Strong, consist- 
ent local advertising campaigns to 
make every motorist familiar with 


the official delivered price of every 
automobile in his community were 
recommended to the Nationa! Auto- 
mobile Dealers Association at its 
closing dinner at the Statler Hotel 
tonight by Alfred P. Sloan, Jr., chair- 
man, General Motors Corporation. 

Mr. Sloan, who laid many of the 
industry’s ills at the door of obscure 
prices, also revealed that General 
Motors is making a scientific study 
ef distribution, having discovered 
that total sales fail to respond to 
mere addition of new dealers, 

At its last business session this 


afternoon, the NADA adopted a reso- | 


lution calling for development of a 
junking plan by its directors for 
presentation to manufacturers and | 
adoption by the entire industry. De- | 
tails were left open. 


World Should Know 


Mr. Sloan told the dinner meeting 
tonight that the delivered price to 
be advertised locally should include 
the factory price, plus transporta- | 
tion, plus local and state taxes, and | 
the final figure should be publicized 
so well that it would be burned into 
the consciousness of every motorist. 

Under present conditions, he as- 
serted, dealers may overcharge buy- 
ers of new cars, but they seldom or 
never reap the extra margin. Estab- 
lishing a fictitious high price on a 
car results in a concession on the 
trade-in price, which may lead to 
other complications, such as packing 
of finance charges. 

“I believe that a properly recog- 
nized price will exert an important 
influence in checking the rising 
take-in prices of used cars and re- 
sulting losses,” he said. “A definite 
yardstick in the form of a stabilized 
price is an essential step in estab- 
lishing the distributing end of the 
automotive business on a basis that 
will promote progress with stability.” 


Patterson to Reinhold 


Roger W. Patterson, formerly asso- 
lated with Architectural Record, has 
heen appointed district manager for 
Metals and Alloys covering the Cleve- 
land, Pittsburgh and Detroit terri- 
‘ory from headquarters in the Leader 
bidg., Cleveland. Reinhold Publish- 
ing Corporation, New York, is pub- 
lisher of the magazine. 


Gets Harrison Hotel 


has 


The Harrison Hotel, Chicago, 

appointed Gale & Pietsch, Ine., 
af0, us its agency. 
scheduled. 


Newspapers are 
| 


ant 


From Your Kodachrome 


4-COLOR 


PROCESS PLATES 


y Se 4-color pro- 
Diates in your 
‘ 


‘ 
: 4 Me ortic mn 


WADE BY COLOR REPRODUCTION | 
SPECIALISTS 


sarees one? There are no tricks or short cuts. 
bs “al Standard 4-color process plates for | 
‘ould ordinarily pay three to four times 
mee The answer is Photochrome, Inc. special- 
mM roe or pee cess Work. Since its inception this 
or we oted itself exclusively to the finest 
" _ rk in the photo-engraving field, se fone 
“der ushers, printers and manufacturers. Mos 
mp eision equipment, highly skilled coglth- 
e re ‘pplication to specialized sizes makes pos- 
attractive prices for those sizes. | 


‘tt full details on other specialized sizes. 


am 
m. ) Prices, etc, Please make request on 
ur letterhead. 


"PHOTOCHROME, INC. 
West 21s¢ Street,.New York,N. Y. 
PHONE: WAtkins 9-6944 


Monthly Reports 


for Car Advertisers 


Transportation Advertisers, Inc., 
New Orleans, has begun publication 
of monthly operation and traffic re- 
ports of street car and bus lines of 
that city, whose advertising it 
handles. 

J. Earle Owings, president of the 
company, said the report will be sent 
to any advertiser or agency writing 
on its letterhead. 


Prim to Gardner 

Prim Corporation, St. Louis manu- 
facturer of liquid cleaner for painted 
surfaces, has appointed Gardner Ad- 
vertising Company, St. Louis, to 
handle its account. Newspapers will 
be used. C. P. Michels is account ex- 
ecutive. 


om: ” 
Times” Now 3 Cents 
The New York Times has increased 
its news stand price on week-day 
editions from two to three cents, 
effective May 2. 


@ NATIONAL 


Where’s Old 
Time Religion? 
Nelson Queries 


Chicago, April 28.—Terming legis- 
lation sponsored by cliques of retail- 
ers to secure an advantage in the 
competitive struggle “economic mon- 
keyshines,” D. M. Nelson, vice-presi- 
dent, Sears, Roebuck & Co., told the 
Chicago Better Business Bureau last 
night that no permanent gain can be 
obtained in this way. Mr. Nelson 
was the chief speaker at the Bureau’s 
annual dinner at the Palmer House. 

He predicted that if the chains are 
taxed out of business, they will find 
a new avenue for their mass dis- 
tribution talents—probably in the 
formation of consumer cooperatives. 
Already adverse legislation has given 
birth to supermarkets, which the in- 


| Howard, 


dependents are finding a more deadly 
enemy than many small units. 

Asserting that the consumer has 
been the forgotten man, Mr. Nelson 
argued that when costs get too high, 
a more economical form of retailing 
immediately and almost automati- 
cally appears. 


Calls for Truce 


“Utility to the social structure 
should be the only consideration of 
our lawmakers,” he declared. 

Mr. Nelson said that business men 
and the administration are not as 
far apart in their aims as is gener- 
ally supposed, and he urged the for- 
mer, at least, to quit calling names 
and get back to the “old time reli- 
gion” of creating and filling human 
needs. Housing alone could pull the 
United States out of the slump, he 
said, in urging retailers generally to 
foster a renaissance in construction. 

New directors elected by the Chi- 
cago Better Business Bureau are Ros 
president of the Chicago 


RCA-Victor Distributing Corpora- 
tion; Fred A. Cuscaben, first vice- 
president, Northern Trust Company; 
Nathaniel Leverone, president, Auto- 
matic Canteen Company of America; 
Robert Umberger, vice-president, Per- 
sonal Loan & Savings Bank, and 
E. P. Simon, vice-president of Gold- 
blatt Department Stores. 
Officers will be elected June 6. 


Decker, Pursell Merge 


Decker Advertising Agency and 
Harold F. Pursell Company, Detroit, 
have consolidated as Advertising 
Associates. Offices are in the David 
Stott bldg. Principals include Charles 
F. Rosen, formerly of Brooke, Smith 


& French, Inc.; Milton M. Decker 
and Harold F. Pursell. 
Crawford Joins Agency 


Ken B. Crawford has joined Whip- 
ple & Black, Detroit, as vice-presi- 
dent and account executive. Veteran 
Roofing Company, Detroit, has named 
the agency for a direct mail and car 
card campaign. 


voluntary choice 


WSAI is now carrying 57.8% more LOCAL and NATIONAL SPOT 


quarter-hour units in Cincinnati than local network station A, and 


136.8% more than local network station B. Every one of these units 


represents a voluntary choice by an advertiser who decided in his own 


mind—without restrictions—what to buy and where to buy it. 


And in the food field, which is even more significant because compe- 


tition is fierce— margin of profit is small—and every penny of the 


advertising dollar must bring results, we find W SAI is carrying 10% 


more LOCAL and NATIONAL SPOT quarter-hour units than the 


SPOT REPRESENTATIVE 


other two network stations combined. 
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ADVERTISING AGE 


Here’s Analysis of 
American Telephone 


Advertising Methods 


New York, April 28. 
$5,000,000 annual expenditure for 
advertising by the American Tele- 
phone & Telegraph Company and iis 
subsidiaries will not be affected by 
the attack on its advertising program 
and policies by a member of the Fed- 
eral Communications Commission 
was confirmed this week by ADVERTIS- 
ING AGE. The 1938 campaign will 
proceed as planned without interrup- 
tion or change of any kind. 

AT&T, while one of the most con- 
sistent advertisers in the country, 
and the recognized leader among all 
public utility companies in this field, 
is not a large advertiser, its volume 
of business considered. Its annual 
revenues are approximately $1,000. 
000,000 a year, so that the expendi- 
tures for advertising are about one- 
half of one per cent. In dollars its 
expenditures are far below those of 
a number of advertisers of cigarets 
and chewing gum. 


—That the 


How They Advertise 


The parent company spends $1,000, 
000 a year, all of which goes into 
magazines. The operating companies 
spend $4,000,000 a year, mainly in 
newspapers, of which more than 
5,000 are on the list. Both parent 
company and _ subsidiaries employ 
pamphlets, sent out on request, win- 
dow displays, lectures and moving 
pictures. The pictures are available 
to interested organizations through 
the Bell Telephone Film Laboratory. 
Local companies also promote good 
will through open houses, when the 
public is invited to come in and in- 
spect exchanges and other facilities. 

The company is accused of corrupt- 
ing the press through paid advertis- 
ing to secure publication of its “sub- 
tle propaganda.” As a matter of fact, 
however, AT&T probably sends out 
less publicity material than most 
advertisers who spend far less than 
$5,000,000 a year. Formal news re- 
leases issued by AT&T number less 
than ten a year and generally relate 
to dividend payments, personnel 
changes and similar company activi- 
ties. In addition, a clip sheet is pre- 
pared, containing news of important 
technical developments and human 
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interest items regarding telephone 
service. ‘These sheets are sent to 
local telephone companies for distri- 
bution to such editors as may want 
to use material of this nature. 

The FCC preliminary report, which 

was prepared under the direction of 
one commissioner and will be the 
basis of an official commission report 
which may or may not coincide with 
the ideas of the commissioner con- 
cerned, cost the United States Gov- 
ernment over $3,000,000 and AT&T 
$1,500,000. The total cost was just 
about what the company spends an- 
nually for advertising. 
One of the features of the report 
which attracted comment in adver- 
tising circles was the attempt made 
to attribute sinister motives to AT&T 
because it is not a user of radio 
advertising. The reason assigned was 
a desire to avoid giving offense to 
newspapers. However, it can be 
stated authoritatively that the only 
reason the Bell System has not em- 
ployed broadcast advertising is that 
it has not found a way of using it 
which in its opinion would justify 
the necessary expenditures. 

The FCC found in the files of the 
company a letter from its agency, 
N. W. Ayer & Son, written several 
years ago and containing an adverse 
recommendation regarding a certain 
specific program which had _ been 
under consideration. At that time 
the company was not in a position to 
increase its advertising expenditures 
because of depression conditions, and 
its policy for many years has been 
to continue the use of media which 
are once placed on the list. Some 
magazines have been used continu- 
ously for 25 years. Since the radio 
program would have had to be 
financed with new money appropri- 
ated for advertising, the plan was 
not approved at that time: 


Beneficiary of Radio 


AT&T receives important revenues 
from the chain broadcasting compa- 
nies, through wire charges for net- 
work hook-ups, and consequently 
could hardly be accused of harboring 
unfriendly feelings toward an impor- 
tant user of telephone service. Radio 
advertising has been discussed with 
both the National Broadcasting Com- 
pany and the Columbia Broadcasting 
System, and when and if a proper 
and effective idea for using radio is 
developed, it may be expected that 
the company will use it. 

One of the blind spots in the atti- 
tude of the FCC toward the telephone 
industry, as reflected in the report, 
is the lack of recognition of the im- 
portant part played in the business 
by the human factor. The Bell Sys- 
tem employs over 250,000 people to 
operate facilities representing an in- 
vestment of $5,000,000,000, and_ it 
recognizes the fact that the attitude 
of the public toward the telephone 
as a utility is determined largely by 
the sort of treatment received from 
operators and other employes. 

Advertising sets the pace for em- 
ploye performance, holding workers 
up to the public as intelligent, loyal 
and courteous, and adding glamor to 
everyday routine duties by emphasiz- 
ing the spectacular and heroic accom- 
plishments of telephone operators, 
linemen and others. That the per- 
formance of these employes usually 
lives up to the pattern is a fine 
tribute to the power of advertising, 
as well as to the morale of the sys- 
tem as a whole. 


Gifford on Relations 


In his annual report Walter 8S. 
Gifford, president of AT&T, referred 
to this phase of the operation as 
follows: 

“Relations with the public are 
handled by the people who furnish 
the service, with the aid of staff 
studies of the success or failure of 


the various activities and methods 
used to give the public the kind of 
telephone service it wants. 

“As the public’s desires and habits 
telephony 


and the techniques’ of 


AT PINNACLE 


E. H. Little 


Ex-Plough Boy 


Is Colgate’s 
New President 


New York, April 27.—E. H. Little, 
since 1933 vice-president in charge 
of sales and advertising, was elected 
president of Colgate-Palmolive-Peet 
Company today. He has been re- 
sponsible for the rebuilding of the 
company’s sales organization and the 
reorganization of its advertising pro- 
gram, which was followed by a rise 
in sales volume from its 1933 level 
of $62,000,000 to approximately $100,- 
000,000 in 1937. 


Mr. Little joined the old Colgate 
Company in 1902 as salesman, was 


promoted to a district sales manager 
in Memphis, and in 1914 joined the 
old Palmolive Company as sales man- 
ager in charge of Pacific Coast ter- 
ritory. He then became assistant 
general sales manager, and in 1926 
was made general manager of the 
company’s foreign business. 


Tempered by Adversity 


Mr. Little was formerly a farm 
boy of Charlotte, N. C. His early 


business career was interrupted by 
tuberculosis, which he fought and 
conquered in a three-year struggle. 

S. Bayard Colgate, who relin- 
quishes the presidency to Mr. Little, 
was re-elected chairman of the board. 
He told the stockholders’ meeting 
which preceded the directors’ gather- 
ing that dealers are buying for cur- 
rent requirements only because of 
fluctuating prices of fats and oils. 

C. S. Pearce, who resigned as chair- 
man of the company last summer, 
was elected a director. 


change, the adaptation of one to the 
other is a perpetual enterprise which 
can succeed only by constant atten- 
tion and application. 

“The Bell System also accepts as 
a duty the explanation of its organi- 
zation, policies and practices to the 
public by official statements and ad- 
vertisements in order that all may 
know how its affairs are conducted.” 

It is expected by those familiar 
with the situation that it will be 
several months before the FCC com- 
pletes its report and submits it to 
Congress in accordance with the 
resolution which the latter adopted 
calling for such a study. If the 
recommendations which the prelim- 
inary report contains are carried out, 
new legislation by Congress will be 
required. Its character will be de- 
termined largely by the attitude of 
the public toward the American 
Telephone & Telegraph Company. 

In the meantime, AT&T will keep 
right on advertising. 


Oklahoma City Club 
Elects Atkinson 


W. P. Atkinson, journalism in- 
structor at Oklahoma City Univer- 
sity, has been elected president of the 
Oklahoma City Ad Club. Other new 
officers include George W. Knox, and 


Mrs. Beatryce Foote, vice-presidents, 
and E. H. Alexander, secretary-treas- 
urer. ’ 
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Fries, LaRue, Again 
Head Cuvier Press 

George Fries, general manager of 
the Cincinnati Times-Star, and John 
W. LaRue, managing editor of the 
Cincinnati Enquirer, have been re- 
elected president and first vice-presi- 
dent, respectively, of the Cuvier 
Press Club, Cincinnati. 

Other officers chosen are J. Lewis 
Motz, J. Lewis Motz News Company, 
and Arthur R. Massa, _ vice-presi- 
dents; John H. Meyer, treasurer, and 
Clifford R. Fox, president of the Fox 
Sign Company, secretary. 


Issues New Register 


National Register Publishing Com- 
pany, New York, has issued its 1938 
edition of the Standard Advertising 
Register which includes information 
on more than 12,000 national adver- 
tisers in 82 groups. It also lists 
nearly 11,000 trade names. 


New Geedvich Division 

B. F. Goodrich Company, Akron, 
has created a new division to handle 
the sale of rubber-like materials and 


Toronto Club Names 


Johnson and Linton 


Elton Johnson, vice-president, Clark 
Ltd., 
dent of the Advertising & Sales Clu) 
of Toronto. 

Other new officers are Hall LintoD 
manager of the research and prom 
tion departments, Consolidated Press 
vice- 


E. Locke, 


Ltd., 
Imperial 
Charles G. 
ager of Bi 
urer. 


Atlantic City Aims 


Hotel operators and merchants 0 
Atlantic City, N. J., have agreed 


raise $25,0 


a drive promoting the city’s resort a 


tractions. 
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Don H. 


Stringer & Associates, Mi! 


synthetics. This division will be| waukee point of sale advertising ' 
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RALSTON PURINA 
CALLED BEST IN 
DIRECTING SALES 


Wins Sales Managers’ Award 
at Philadelphia 


Philadelphia, April 26—-For out- 
standing direction in the field of 
sales management, the Ralston Pur- 
ina Company, St. Louis, last night 
was accorded the annual award of 
the Sales Managers’ Association of 
Philadelphia. The trophy was in the 
form of a plaque donated by How- 
ard G. Ford. William Sample, vice- 
president in charge of sales for Ral- 
ston Purina Company, stepped aside 
in favor of John S. Jones, director 
of sales research, who formally ac- 
cepted the award in behalf of his 
company. 

Johns-Manville Corporation, New 
York, and Pennsylvania Salt Mfg. 
Company, Philadelphia, received hon- 
orable mention, each being awarded 
engrossed scrolls. 

In accepting the award before 486 
sales managers at the Hotel Bellevue- 
Stratford following the Sales Man- 
agers’ 27th annual dinner, Mr. Jones 
said, “We try to give our salesmen 
an opportunity to do a man’s size 
job. We believe in territories which 
are adequate in size. By breaking 
down a man’s past sales figures we 
show him actual opportunities for 
better results and so give him defi- 
nite sales objectives.” 

Believing that permanent prosper- 
ity depends greatly upon practical, 
distribution, the SMA of 
Philadelphia evolved the Ford award 


) to serve as suitable recognition for 


improved selling methods and ideas 
with consequent lower costs of dis- 
tribution and lower consumer prices. 
The type of thinking demonstrated 
by sales programs was another factor 


100% and only by 
RAILWAY EXPRESS 


Save dead-line time on mats, plates, 
‘youts, anything, everything. Ship 
nem by RAILWAY EXPRESS direct 
‘om your door to their destination. 
Merely a phone call does it—without 
“xa charge for receipted pick-up 
‘nd delivery in all cities and princi- 
*! towns. For super-speed—AIR 
HPRESS—nation-wide—2500 miles 
*ernight. Low rates. High economy 
~and a convenient service, remem- 
*", you can't get anywhere else. 
“st phone our nearest office to call. 


RAILWAY 
EXPRESS 


AGENCY INC. 


3 AIR SERVICE 


ONE WINNER CONGRATULATES ANOTHER 


Roy H. Warmee (left), of Philadelphia Coke Company, 1937 winner, felicitates 
John S. Jones, director of sales research, Ralston Purina Company, as Howard G. 


Ford, donor of the annual award, 


smiles his benediction. 


considered by iets Bruce Barton, 
Congressman and chairman of Bat- 
ten, Barton, Durstine & Osborn, New 
York; Professor Hugh E. Agnew, 
chairman, Department of Marketing 
of New York University, and L. R. 
Boulware, vice-president and general 
manager, Carrier Corporation, Syra- 
cuse. Judges considered the entries 
independently and the composite 
choice won the award. 

Expressing the hope that’ the 
award would in future years become 
“the Nobel prize of business,” Dr. 
J. H. Willets, dean of Wharton 
School, University of Pennsylvania, 
told the gathering that each sales 
plan was submitted in the form of a 
case history. These histories, with 
names deleted, are available as 
source material to all business 
schools and universities. 


“More Goods, Fewer Soldiers” 


Thomas J. Watson, president of the 
International Business Machines Cor- 
poration, was guest of honor and dis- 
cussed “World Sales.” Telling his 
own company’s experience in 79 for- 
eign nations, he agreed with the Car- 
negie Foundation of International 
Peace, of which he is a trustee, in 
its slogan, “More products and fewer 
soldiers crossing national bound- 
aries.””. He hailed Cordell Hull’s 
trade agreements with foreign na- 
tions, which, though imperfect, aid 
the free flow of goods between na- 
tions. 

Comparing the $1,216 per capita 
wage income here with the $266 aver- 
age in Japan, Mr. Watson said, “It is 
obvious that education is necessary 
before world markets can be. ex- 
panded. Our own company gets 20 
per cent of its total sales from 
abroad, yet we cannot well widen 
the market until people know how 
and why to use our machines. Such 
a condition is a challenge to us and 
we accept it. We expect that foreign 
trade will comprise one-half our busi- 
ness in ten years. We, in this coun- 
try, have 1,500,000 in colleges and 
universities. It doesn’t seem enough, 
yet it is larger than the total college 
enrollment of the rest of the world. 

“We must teach other peoples the 
need for telephones, for motor cars, 
for sewing machines and the varied 
other products in the manufacture 
and distribution of which we excel. 
Only then may we reap our harvest 
and only then will world peace be 
assured. 

“We must let our employes know 
what is going on. If 40 per cent of 
our automobiles are being exported 
car factory workers should know it. 
They should be shown that the jobs 
of four out of every ten of their co- 


workers depend on this foreign 
trade.” 
Reputedly earning $250,000 per 


year, the largest “straight salary” in 
America, Mr. Watson said that he 
prefers to be known simply as a 
salesman. 


SCHWARTING, OF 
FINANCIAL FAME, 
IS DEAD AT 49 


New York, April 26.—-John Henry 
Schwarting, vice-president, J. Walter 
Thompson Company (or “Corpora- 
tion” as the financial end is known) | 
and for many years famed as aj| 
financial advertising expert, died sud- | 
denly here Sunday night of a ‘heart 
attack which seized him as he was 
driving his automobile. He was 49 | 
years old. | 

Following in the footsteps of his 
father, who joined the pioneer finan- 
cial advertising firm of Mandel & 
Frank in 1875, Mr. Schwarting en- 
tered the employ of Albert Frank & 
Co. as a 17-year-old boy and, by 1927 
when his father died, had risen to 
the position of vice-president. He 
served many of the same clients his 


Price Feud Is 
Renewed; Macy 
Now Specific 


New York, April 27.—Fair trade 
laws found vigorous support here 
this week as the annual convention 
of the New York Pharmaceutical 
Council, Inc., listened enthusiasti- 
cally to a barrage of attacks upon 
fair trade opponents and urged the 
establishment of a permanent com- 
mittee of manufacturers, wholesalers 
and retailers to “disseminate honest 
information to the public in order to 
counteract the flood of anti-price-con- 
tract propaganda.” 

Leading the list of speakers ad- 
dressing the convention was State 
Senator A. Spencer Feld, co-author 
of the Feld-Crawford Act, who denied 
that price maintenance laws fostered 
monopolies. He declared that the 
only relation of price maintenance 
laws to monopoly is “the prevention 
of the monopoly of distribution at 
which destruction of competition by 
cut-throat prices is aimed.” 


Talk Versus Action 


R. H. Macy & Co., Inc., outspoken 
opponent of price contracts 
and leader in private brand mer- 
chandising, bore the brunt of the 
critics’ ire. Samuel Antonow, presi- 
dent, American Druggists Syndicate, 
charged that Macy’s profit on its pri- 
vate brand drugs was sometimes as 
high as 200 per cent and that at no 
time did it undersell other unknown 


brands marketed by retail druggists. 
Accusing the department store of 
using its drug department to make 
up the loss incurred from loss lead- 
ers in other departments, Mr. Anto- 
now said, “The independent druggist 
can merchandise any drug item with 
far less overhead than Macy. There- 
fore, he can and does undersell them 
on unknown brands.” 

Even as Mr. Antonow was speak- 
ing, metropolitan newspapers ap- 
peared on New York’s streets carry- 
ing a full page Macy advertisement 
in which were compared, item for 
item, nationally advertised drugs 
with the Macy brand. For the first 
time since the store has been attack- 
ing price-fixed drugs, nationally 
advertised items were referred to by 
name. Gillette razor blades, Pepso- 
dent toothpaste, Squibb’s cod liver 
oil and Woodbury’s cold cream were 
a few of the items to be compared 
with a cheaper counterpart under the 
Macy label. Rubbing salt into drug 
retailers’ wounds, the department 
store referred to itself as “the fore- 
most drug store in New York.” 


Builds “Peramugarage” 


Kopp Sheetmetal Shop, Watertown, 
Wis., has started construction of a 
“peramugarage,” to house perambu- 
lators of those who live in upstairs 
apartments and have no place to 
store baby carriages. 


Appoints Kupsick 
Chelsea Management, Inc., agent 
for apartment houses in New York, 
has placed its newspaper advertising 
with J. R. Kupsick Advertising 
Agency, New York. 


father did, among them J. P. Morgan 
& Co.; Brown Brothers Harriman & 

o.; Goldman Sachs & Co., and many 
other prominent financial concerns. | 
As executive vice-president in charge 
of financial business for Albert 
Frank & Co., he handled promotion 
for an aggregate of several billions 
of dollars of bond and stock issues, 
including Mr. Morgan’s $500,000,000 
Anglo-French loan during the World 
War. To speed delivery of copy to 
newspapers throughout the country, 
he introduced the telephoto in adver- 
tising. 

When Albert Frank & Co. merged 
to become Albert Frank-Guenther 
Law five years ago, Mr. Schwarting 
joined the J. Walter Thompson Cor- 
poration as vice-president in charge 
of financial advertising. A brother, 
William, is also an executive with 
the agency. 


C. E. KISSANE DEAD 
New York, April 26.—Cyril E. Kis- 
sane, director of special services for 
Dow, Jones & Co., publisher of the 
Wall Street Journal, died Sunday 
morning of a heart attack at the age 
of 46. 

Mr. Kissane joined the Wall Street 
Journal in 1919 as a reporter, after 
serving several New York newspa- 
pers. In 1922, he became city editor 
and in 1929, managing editor. He 
was appointed executive editor in 
1934. 

After that time, with the develop- 
ment of Dow-Vox, a system for wired 
broadcasting of financial news, and 
expansion in other directions by 
Dow, Jones, Mr. Kissane became 
director of special services. In that 
capacity he created a number of serv- 
ices bearing on distribution of busi- 
ness and financial news. 
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TRYLON AND PERISPHERE 


Theme Building of New York Worlds Fair 1939 


IN /2/77-EVENT BY STENSGAARD 


Designed in Miniature Third Dimension 
We are licensed and authorized by New York World’s Fair, Inc., 


to produce this display unit . 


. . sturdily constructed to actual scale 


. beautifully finished in durable lacquer. 


Make this Trylon and Perisphere unit the 


displays ... in 


“Theme Center” 


of your 
windows ... in 


departments . . . for any line of ? 
merchandise. Start now to “cash IN SIZES 
in” on the millions of lines of pub- 
licity and advertising that will be Full Relief 
devoted to the New York World’s Full Color 
Fair. 20 inches high — 18 
° inches 
Some of the stores now using: square....... . 
Strawbridge & Clothier Lord & Taylor 37 inches high — 34 
Write for your copy Abraham & Straus Wallach’s a . 
a Kresge Department Store R. H. Macy & Co. iim oe eee 
detail the Trylon and Rogers & Peet & Co. Schrafft’s stens, en seaueet. 
*erisphere mtn- r 
EVENT. IT’S FREE. Order Yours Today 


W. L. STENSGAARD & acim ssa 


Specialists in Mercha 


346 NL Justine Avenue 
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ANPA MEETING 
CONCLUDES ON 
CONFIDENT NOTE 


(Continued from Page 1) 
Stahlman’s pronouncement that “in- 
dividualism in the production and 
selling end of newspapers is at an 
end.” 

John S$. McCarrens, Cleveland 
Plain Dealer, was re-elected vice- 
president; John S. Parks, publisher, 
Times Record, Fort Smith, Ark., sec- 
retary, and Walter M. Dear, Jersey 
City Journal; treasurer. 

All directors were re-elected, two 
who were serving interim terms 
being included. They are David W. 
Howe, Free Press, Burlington, Vt., 
and Linwood I. Noyes, Globe, lIron- 
wood, Mich. Others returned are 
Norman Chandler, Los Angeles 
Times; Howard Davis, New York 
Herald Tribune; F. I. Ker, Hamilton 
Spectator; W. E. Macfarlane, Chi- 
cago Tribune; Jerome D. Barnum, 
Syracuse Post-Standard; E. H. But- 
ler, Buffalo News; W. G. Chandler, 
Scripps-Howard Newspapers; S. R. 
Winch, Oregon Journal, Portland. 

Referring to the united front cam- 
paign as the “most significant com- 
mercial step newspapers have ever 
taken,” Edwin S. Friendly, New York 
Sun, chairman of the committee in 
charge of the Bureau of Advertising, 
said that the drive is constantly 
gaining momentum, with the aid of 
“captains” in 47 states and Canada; 
the support of an enlarged committee 
of five newspaper advertising execu- 
tives and four publishers’ representa- 
tives, and the Bureau’s staff. 


Basis of Competition 


In presenting the bureau’s annual 
report, William A. Thomson, director, 
asserted that the joint promotion 
program will be conducted ‘not by 
discounting and _ belittling other 
media, but by proving with new and 
impartial material the superiority of 
newspapers.” 

The report spotted a number of 
important advertising campaigns 
conducted essentially in newspapers 
during the past year, among which 
were listed the Aluminum Company 
of America’s $400,000 institutional 
campaign and National Used Car Ex- 
change Week, involving a total ex- 
penditure of $1,250,000, of which 
$800,000 went to newspapers. 

During 1937, the report said, gen- 
eral newspaper advertising totaled 
about $191,000,000, a gain of 1.6 per 
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Retail Linage 


Declines 15.7% 
from Year Ago 


Chicago, April 29.—For the week 
ended April 23, retail display adver- 
tising was 15.7 per cent below the 
corresponding week of last year, ac- 
cording to the ApverTiIsiING AGE Index 
of Retail Activity. 

This Index which measures retail 
display in 80 important markets 
shows a total of 19,305,581 lines for 
the week reported, against 22,895,442 
lines for the corresponding week of 
1937, a loss of 3,489,861 lines. 

For this year through the date re- 
ported, newspapers in the measured 
cities have carried a total of 306,808,- 
378 lines, compared with 337,304,962 
lines during the comparable period 
of 1937. The loss of 30,496,584 equal- 
ing 9.1 per cent. 

A table showing percentage of gain 
or loss for each week of this year 


over 1937, follows: 
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ee cee reseescenvns ees —2.4 
Se Serre reer T errr Terr ee —3.7 
Be ss ho 600s hae dee wR ER EON —5.1 
ck pea ee eeG a are ES HED —T.2 
PE. Bosse cs bscccikoreeeveeene —7.4 
NN ES noo 6 BON RE TE ORE RAED —7.7 
FPP eer ee eee rr cee —6.8 
Ee be pick ee eke Ks ew aon —11.4 
i Severe cerer cre Te —14.8 
Ne) Bee a eee —16.6 
ge Aer se eee —18.3 
BONN BB inci dendceeaesteernes —14.2 
0 i (A ee ee —0.9 
MOE: GO cceckesxrdse senses ae —5.3 
NE RS fori in eye oe Ss Marbiw ew —9.8 
Eb ii ROaa ae eae DERE —15.7 
The tabulation appearing else- 


where on this page shows individual 
linage figures for each city included 
in this Index. 


cent over 1936. 


This compares with 
magazine billing of $165,706,000, a 
gain of 15.2 per cent over the 1936 
total of $143,790,000; while radio 
billings for 19387 were $68,828,000, an 
increase of 15.3 per cent over the 
1936 figure of $59,671,000 (from 25 to 
30 per cent should be added for tal- 
ent costs, the report observed); and 
outdoor expenditures in 1937 were 
$39,300,000, a rise of 15.6 per cent 
over the $34,000,000 reported in 1936. 

Kk. P. Adler, publisher, Davenport 
Times and president of the Lee Syn- 
dicate group of nine newspapers, de- 
scribed how publishers in Iowa and 
Illinois have perfected a plan for 
one billing and checking for all 
dailies outside metropolitan centers. 


Service of Newspapers 


Elisha Hanson, ANPA general 
counsel, asserted that were it not for 
the association, “undoubtedly adver- 
tising agencies would not be in exist- 
ence today.” He recalled how, on 
two different occasions, the ANPA 
saved “not only the right of the ad- 
vertiser to advertise without govern- 
ment restriction, but the advertising 
He referred to 
proceedings before the Federal Trade 
Commission in 1925 when the ANPA 
held out against a cease and desist 
order; and to the Supreme Court 
decision which nullified NRA, when 
“newspapers were the only ones who 
challenged the law which gave one 
individual the power to control the 
economic life of the country.” 

Emphasizing the service of the 
“to liberty in this country,” 
had been the subject of a 
address by Grenville Clark 

in the day, Mr. Haison de- 
clared that the service of newspapers 
in disseminating advertising is as 
important as their dissemination of 
news or editorial comment. He de- 
nounced censorship in all forms, 
whether applied to radio and motion 
pictures or newspapers, and cited the 
“outrageous action” of the Federal 
Communications Commission in the 
recent Mae West incident. Listeners 
who were offended could have turned 
off the station as easily as an irate 
subscriber can cancel a newspaper 
subscription, he declared, adding that 
he can see no occasion “for any offi- 
cial order, equivalent to a command, 
to bar Mae West or any other person 
forever from the radio channels of 


{this country.” 


Index of Retail Activity in 80 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1938, by Advertising Publications, Inc.) y 
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Detroit, 
“The 


has started broadcasts of 
World’s Market Basket,” three 
times a week over Station WWJ, De- 
troit. Steele Advertising Agency, 
Houston, Tex., originated the pro- 
gram, which was placed for the spon- 
sor by Stockwell & Marcuse, Detroit. 


“Life” Acquitted 

In a unanimous” decision, the 
Bronx (New York) Court of Special 
Sessions ruled last week that the 
April 11 issue of Life, presenting 
pictures of the birth of a baby, was 
not indecent and acquitted Roy E. 
Larsen, publisher. Mr. Larsen sold 
a copy of the magazine in the dis- 
trict attorney’s office in order to fur- 
nish cause for a test case. 


Swafford & Koehl Moves 


Swafford & Koehl, Inc., moved May 
1 to 341 Madison avenue, New York. 
The new telephone number is Murray 
Hill 6-8860. 


Elliott in New Post 
Walter E. Elliott, formerly with 
the yardner-Richardson Company, 
Middletown, O., has been appointed 
sales promotion manager of Ameri- 
can Coating Mills, Elkhart, Ind. 


has appointed Albert Frank-Guenther 
Law, Inc., Philadelphia, to handle its 
advertising. Resort sections of news- 
papers in 14 Eastern cities will be 
used. 


Lechwoad to >M athes 


Arthur Loekwood, formerly with 
Alley & Richards Company, New 


York, has joined the public relations 
department of J. M. Mathes, Inc., 
New York. He formerly had his ow:: 
publicity organization. 


Issues Business Index 


True Story magazine has launched 
publication of a weekly’ booklet 
which summarizes business activity 
in various key cities throughout the 
country. 


To Change Name 


National Consumer News, New 
York, will change its name to The 
American Consumer with thé June 
issue. 
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‘Newark News’ Editor Asks 
for Typographical Sanity 


Philadelphia, April 26.—A _ vivid 
plea for simplicity and conservatism, 
noth im type and the handling of 
news told by the type, was made here 


roday by Arthur J. Sinnott, editor 
of the Newark Evening News, win- 
ner of the Francis Wayland Ayer 
Cup, offered by N. W. Ayer & Son 
for typographical excellence. The 
trophy was presented by H. A. Bat- 


ren, president of the agency, to Ed- 
ward W. Seudder, publisher of the 
Newark paper. Mr. Batten also pre- 
sented certificates of honorable men- 
tion to nine other papers. 

Mr. Sinnott said that the Ayer Cup 
stands for “typographical sanity.” 


Question of Emphasis 


‘In conveying information, the 
newspaper must give more consid- 
eration to type values,” said Mr. Sin- 
nott. “The head type and the page 
position of the given article deter- 
mine the emphasis with which we 
serve it to the public. The newspaper 
which constantly plays news in 
screaming type may for the moment 


have the box office appeal. But for 
the long pull, the néwspapers that 
practice moderation, that refrain 


from the shock appeal in type faces, 

Swill prevail. They must prevail if 
we wish to preserve freedom of the 
press and the processes of democ- 
racy. 

“IT believe the distorted use of sen- 
sational type faces has been one of 
the most inexcusable abuses of the 

» freedom of the press. Over-emphasis 
in type presentation can sometimes 
do as much harm as distortion of 


Miext. If this award will encourage 
American journalism to sobriety in 
Btype display, 
® valiantly in the struggle to preserve 


it will have performed 


Streedom of 
Bwhose only 


the press from those 
devotion to it is box 
office devotion. We all respect the 
profit motive. But in order to get 
that living we do not have to prosti- 
tute type any more than we have to 
prostitute truth. 


Headlines vs. News 


“The problem of emphasis is one 
of the most fundamental with which 
editors have to deal. Some of us 
have forgotten that big headlines do 
Huot make big news. It is big news 
that makes big headlines. With all 
fot our pride in mechanical advances, 

peed of transmission and the exten- 
& of news coverage, some of us 

ill live in the typographical period 

of the Spanish-American War, when 

the merest skirmish in the neighbor- 
| hood of Santiago was blazoned in 
letters six inches high. 
P B has not, 


The world 
2" thank God, quite reached 
that state of disorder where its dis- 
tegration must be celebrated in 
pseven-column streamers six times 
pdaily. The editor who features the 
tall of a Cabinet in a front-page 
spread has no reserve of emphasis 
with which to announce the fall of 
in Empire! 
“In all of the recent discussion of 


the freedom of the press, great stress 
has been placed upon the restraint 
that government should’ exercise 
toward the Fourth Estate. But can 
we regard our Constitutional protec- 
tion as unilateral? Are all of the 
responsibilities and duties implicit in 
that section of the Bill of Rights the 
responsibilities of government? Does 
not that reference to ourselves im- 
pose on us a just recognition of our 
own responsibilities toward the so- 
cial, political and economic environ- 
ment in which we live and function? 


Responsibility of Freedom 


“The freedom of the press is not 
a mere philosophic abstraction. The 
Constitution does not isolate us in 
a vacuum. It is not a mere negative 
exemption; it imposes upon us an 
affirmative obligation to use _ that 
freedom with honor, with restraint, 
with justice. Freedom of the press 
is vital to the preservation of a free 
government, and abuse of that free- 
dom is not only a scandalous indict- 
ment of our profession, but it can 
become a menace to the existence of 
government itself. No guarantees of 
freedom, however clearly written 
into a constitution, however expres- 
sive of a people’s political philos- 
ophy, have lasted very long beyond 
the point where their beneficiaries 
proved unworthy. 

“In defending the freedom of the 
press, those who publish the news- 
papers of the United States should 
never forget this fact.” 


Grocery Trading Study 


Released by Government 


Bureau of Foreign and Domestic 
Commerce has released “Atlas of 
Wholesale Grocery Trading Areas.” 
Market Research Series No. 19, a re- 


vision of the “Atlas of Wholesale 
Grocery Territories” published in 
1927. 


The report depicts 184 primary 
wholesale grocery trading areas of 
the United States and gives county 
statistical data. The price is $1. 


Stote Returns 


Amos Stote, formerly operating 
an advertising and research service 
in London and Paris, has joined Kim- 
ball, Hubbard & Powel, Inc., New 
York. He will work in close coopera- 
tion with Francis Hubbard, presi- 
dent. Before going abroad, Mr. Stote 
was with N. W. Ayer & Son, Inc., 
New York, as copywriter and account 
executive. 


Joins Halitosine 
Oliver L. Marcks, formerly active 
in Chicago and St. Louis newspaper 
and agency circles, has been ap- 
pointed sales promotion manager of 
the Halitosine Company, St. Louis. 


Rose Joins Weinberg 
Norman M. Rose, formerly with 
Janes-Morton, Inc., Los Angeles, has 
joined the copy and research staff of 
Milton Weinberg Advertising Com- 
pany, Los Angeles. 
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vision is to the pony express. And 
these young men control the adver- 
tising dollars. They didn’t cut their 
teeth on agate lines; they didn’t 
learn advertising at the knees of 
Claude Hopkins or Jimmy Wetherald 
or F. Wayland Ayer or when a $10.- 
000 appropriation was top money. 

“They are all experts in their own 
right, and that right doesn’t include 
the daily newspaper as the basis of 
all good advertising. Instead of ad- 
vertising being just an easy and in- 
expensive way of talking to folks 
through a medium to which they 
turn daily for news and information, 
advertising to them is all wrapped 
up in swing music, glamor girls, the 
Garden of Eden, a_ ventriloquist’s 
dummy and publications that leave 
nothing to the imagination—not even 
Motherhood.” 


New Sources Seen 


Discussing “new business,” Mr. 
Tripp expressed the belief that there 
isa “large and growing classification 
in the making for newspapers in so- 
called ‘association advertising’. He 
singled out agriculture as an indus- 
try that needs advertising to take 
care of its distribution and selling 
problems, “instead of assuming with 
sublime faith that there will be a 
market when the harvest comes.’ He 
named as successful examples of this 
type of promotion the State of Maine 
potato drive, Anthracite Industries, 
New York Milk Board, New England 
Council and State of Nebraska. 

Another source of new _ business, 
he said, can be discerned in the fact 
that the trade press serving industry 
carries advertisements of at least 
6,000 consumer items identifiable by 
trade name and package design. 

Such old “standby” advertisers as 
American Tobacco Company, he went 
on, have withdrawn appropriations 
from newspapers in favor of radio 
because of the aggressive selling of 
the latter medium. Pointing to 
American Tobacco Company’s drop 
from fourth place among newspaper 
advertisers in 1936 to 12th place in 
1937, Mr. Tripp asserted that George 
Washington Hill “will return to 
newspapers as soon as a campaign 
with real selling punch is presented 
to him.” He concluded with an ap- 
peal for support of the Bureau of 
Advertising’s efforts in the direction 
of dynamic promotion of newspaper 
advertising. 


Bunting Bans Radio 


An attack on the willingness of 
newspapers to “give radio a _ free 
ride” by publishing radio listings 
and helping stations build up listen- 
ing audiences, was delivered by J. 
M. Bunting, general manager, Panta- 
graph, Bloomington, Ill. He de- 
clared that as long ago as 1932 he 
determined to eliminate all radio 
publicity, a policy to which the pa- 
per has adhered. Instead of harming 
circulation or offending readers, he 
declared, the paper has progressed 
more satisfactorily than other papers 
in the vicinity. Today, he said, the 
Pantagraph is at its circulation peak. 

M. H. Aylesworth, formerly presi- 
dent of the National Broadcasting 
Company, now publisher of the New 
York World-Telegram, expressed dis- 
agreement with Mr. Bunting’s view- 


point. Newspapers, he said, have 
nothing to fear from radio. The 
latter is not a “dangerous competi- 


tor” but a “complementary medium.” 
He asserted his opinion is based on 
experience on both sides of the fence. 
Lorrin Thurston, Honolulu Daily Ad- 
vertiser, and A. L. Miller, Battle 
Creek Enquirer & News, both of 
whom operate radio stations in addi- 
tion to their newspaper properties, 


also argued against Mr. Bunting’s 
position. 
Antipathy to “open or disguised 


advertising on the screen” 
pressed following a 


was ex- 


report by Mr. 


Tripp on recent 
sponsored films. Last year, he said, 
$5,000,000 gross advertising revenue 
was “diverted” to the films. This 
year, he added, advertising film in- 
terests are aiming for a gross of 
$10,000,000. 

Paramount theaters were termed 
by Mr. Tripp as the “largest aggre- 
gate menace,” due to the deal re- 
cently closed between that organiza- 
tion and Alexander Film Corpora- 
tion, Colorado Springs, Colo., where- 
by the latter will furnish advertising 
films for showings in about 1,200 
houses controlled by Paramount. 
This move, according to Mr. Tripp 


developments in| 


.| by U. S. Steel. 


will be followed by similar arrange- 
ments by RKO and 20th Century- 
Fox. MGM has announced it will 
adhere to its policy of barring such 
films from the screens of Loew thea- 
ters, 

Although the publishers who heard 
Mr. Tripp’s report took no official 
action, general sentiment, expressed 
privately, was that newspapers 
should refuse publicity space to the- 
aters and producets who make pos- 
sible the showing of advertising 
films. Among the films to which spe- 
cific objection was taken was the 
technicolor feature recently issued 
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der ONE roof and 


& ASK 


OU have friends among these 

clients of ours, without a doubt. 
Give them a ring and get the low- 
down on the time-and-worry-saving 
advantages of our high grade 3-in-1 
service—Ad Setting, Engraving and 
Printing, splendidly co-ordinated un- 


PRINTING 


YOUR FRIENDS 
ABOUT US 


ONE management. 


Aubrey, Moore & Wallace 
Harry Atkinson, Inc. 
Salem N. Baskin 


Batten, Barton, Durstine & 
Osborn 


T. R. Bauerle 
Beaumont & Hohman 
Bisberne Adv. Company 
D. T. Campbell, Ine. 
Cruttenden & Eger 
Doremus & Company 
Sherman K. Ellis & Co., Ine. 
Feldkamp & Malloy 
Theodore Fischer 

Dale Fisher 

Ellis T. Gash Co. 

Gale & Pietsch, Ince. 
Marvin Green, Inc. 
Gundlach Adv. Agency 
Helm & Hettich 

Lyle T. Johnston Co. 

I & Sal 

Lord & Thomas 


American Airlines, Inc. 

Anderson Publications 

Athletic Shoe Company 

Deep Rock Oil Corp. 

The Florsheim Shoe Company 

J. B. Simpson, Inc. 

J. P. Smith Shoe Company 

Cutler Shoe Company 

Stewart-Warner Corporation 

Tropic-Aire, Ine. 

Club Aluminum Products Co. 

The Pure Oil Company 

Finchley Establishment 

Cc. D. Peacock 

National Engineers 

Western Electric Company 

Selby Shoe Company 

Orthopedic Shoes, Inc. 

Lancaster County Seed Co. 

Scholl Mfg. Company 

Loftis Jewelry Co. 

Martha Weathered Shops 

Feltman & Curme Shoe Stores 
Company 

M & L Typesetting Company 

Portis Brothers Hat Company 

Murine Company 

Wolock & Bauer 

Crowe Name Plate & Mfg. Co. 

Commerce Magazine 

E. Burnham, Inc. 

Domestic Finance Corp. 

Maling Brothers 

Pioneer Publishing Company 


Carson Pirie Scott & Co. 
(Wholesale) 


The Wahl Company 

Great Northern Hotel 
Drake Hotel 

Blackstone Hotel 

American Seating Company 


Representative Faithorn Patrons: 
ADPVERTISING AGENCIES 


COMMERCIAL CONCERNS 


FAITHORN CORPORATION 


Ad Setters + Engravers + Printers 
504 Sherman Street .- 
CHICAGO 


Maier & Hubbard 

L. G. Maison & Co. 

Matteson, Fogarty, Jordan Co. 

Fred W. Miller 

Morris-Schenker-Roth 

MecCann- Erickson, Inc. 

McDougall & Weiss 

Needham, Louis & Brorby 

Newby, Peron & Flitcraft, Inc. 

Outdoor Adv. Association 

Pettingell & Fenton 

Reincke-Ellis-Younggreen & 
Finn 

Roche, Williams & Cunnyngham 

Robert L. Shepherd 

Stemar Company 

Stevens Advertising Company 

R. S. Toth & Associates 

Van Auken-Ragland, Inc. 

Vanden Company 

L. D. Wertheimer Co., Inc. 

Ward Hicks, Inc. 

Young & Rubicam 

X-Ray Sales Method, Inc. 


Irving-Cloud Pub. Co. 
F. Mattern Mfg. Company 


Advertising Age 
The School Musician 


Continental Radio & Television 
Corporation 


Albert Pick Hotels 

Victor Chemical Works 

Purity Bakeries Corp. 

Whitlock & Company 

John Anderson Pub. Co. 

Chicago City Manager 
Committee 

The Argus Press 

Institute of Applied Science 

Oren Publications 

U. S. Gypsum Company 

National Publications 

Nation Wide Papers, Inc. 

Direct Mail Printing Corp. 

Geraghty & Company 

Walk-Over Shoe Stores 

Wilson Brothers 

Columbia Broadcasting System 


Sears, Roebuck & C 
(Wholesale) 


Mandel Brothers 

First National Bank 

Lyon & Healy 

Balaban & Katz 

Palmer House 

Goldblatt Brothers 

May & Halas 

Physical Culture Shoe Company 


» 7 


Richards, Boggs & King 
Spiegel, Inc. 
Brunswick-Balke-Collender Co. 
Cadillac Motor Car Company 
Home Mfg. Company 
Illinois Sportservice, Inc. 

And Many Others 


Phone Wabash 7320 
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CONSUMER 
pa VENA POWER 


PRACTICALLY EVERYBODY DEVOTES A PORTION OF 
EACH DAY TO A SESSION WITH THE NEWSPAPER. 


NE i on a day passes but the out- 


look, the plans and personal life of everyone are 
influenced, determined or modified by it. 

The advertising medium whose chief purpose is to 
satisfy the essential need for news is the newspaper. 
It alone tells what happens as it happens. It alone 
makes available the complete, timely, vital informa- 
tion everyone seeks. 

People in every stratum of buying power are 
attracted, day after day, to the newspaper for its 
presentation and interpretation of the news. 

They are attracted by the newspaper’s obvious 
format and its requirement of fact. They are at- 
tracted by its universal availability. 

From this widespread acceptance and daily famil- 
iarity springs the power of the newspaper as an 
advertising medium. Readers, far from resisting 


DAY OF THE YEAR, AN ASSURED CONSTANT AUDI- 
F | ENCE, EMBRACING ALL THE SEGMENTS REACHED 
INDIVIDUALLY BY OTHER FORMS OF ADVERTISING. 


newspaper advertising, turn to it voluntarily in 
search of helpful buying ideas. 

In Chicago, the newspaper which gives adver- 
tisers the most productive contact with the buying 
power of this market is the Chicago Tribune. 

Through the columns of the Tribune, the adver- 
tiser addresses men and women in every walk of life 
in the Chicago territory. With more than 670,000 
circulation in Chicago and suburbs every day of the 
week, the Tribune is the only newspaper which 
delivers majority coverage of all the families of the 
metropolitan market. 

To sell hundreds of millions of dollars’ worth of 
merchandise annually, Chicago retailers, on the 
basis of returns, depend chiefly on Tribune adver- 
tising. Because the Tribune audience makes up their 
largest and most responsive market, department 


CHICAGO ‘TRIBUNE 


the world’s greatest newspaper 


TOTAL DAILY CIRCULATION IN EXCESS OF 825,000 ¥% TOTAL SUNDAY CIRCULATION IN EXCESS OF 1,000,08% 


F 
2 
£ 


stores, specialty shops, all retailers as a group, spent 
by far the largest share of their advertising budget 
for Tribune space. 

Through the columns of the Tribune the mania 
facturer can picture and describe his product in black 
and-white and full color—emphasizing those spec! a. w. 
details and features which speed and clinch the sae *r"s 

He can start right in selling from scratch. He 
talk to an attentive, friendly audience, accustom# 
to frank solicitations—and in the habit of lookitl 
to the Tribune for buying ideas. And he can staf 
or stop his advertising to suit his needs. 

Regardless of what you sell or to whom you sh 
you can get more sales in this market by builditt 
your advertising program here around the Chica? 
Tribune. Rates per 100,000 circulation are amon 
the lowest in the country. 
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‘|PHOTOGRAPHIC REVIEW OF THE WEEK 


PUBLISHERS CAUGHT IN MYRIAD MOODS AT BIG ANPA CONVENTION IN NEW YORK Anes 


Theodore G. Jos- 
lin, Wilmington 
News and Jour- 


nal, presents an Northwestern executives in solemn conclave. G. B. Bickelhaupt (left), vice-pres- 
Tce Gescters tell eclleus cobain. tal w dels, —— face to ident and general manager, Minneapolis Tribune, enjoys quiet moment with L. L. 
i - - venere J. $ MeGarrenc, Clevelend Plaia Dealer, ANPA vico-pres- t . nee Bowyer and Leslie A. Webster, Milwaukee Journal. Mr. Bowyer is business manager 
; J, Frank Duftty, ——t ident; W. G. Chandler, Scripps-Howard Newspapers, and i ° oe “he of the evening paper. 
¥ Newspapers: a9 pore J. S. Parks, Fort Smith Times Record, secretary. nM a We pnd 
7 > 
ye eal Murphy. Roches- vention speaker. 


+ & Chronicle, is 


Stutz, Ithaca Journal, and F. A. — Gan- c. M. Gresewey, ae Scrantonians present united front. Left to right, E. J. Lynett and J. W. 
Harry nett Newspapers, are amusec. azette, also sees the joke. Flanagan, publisher and general manager, respectively, of the Times, James S. Stahl 
with a friendly rival, E. Tracy Sweet, of the Scrantonian. ville Banner ANPA’ Nash 


Prexy, 


ashes 4 smile, 


= 
: | ; Michigan delegation at ANPA convention. Left to right, 
- ge ; 4 ot alge oar see J. . wag Booth Newspapers, 
‘skell, etroit; and A. J. Si : ity Times, ily. 
é a Little Rock, is not North and South talk it over. Silliman Evans, publisher, Nash- en ee a eee ee David R, Dani 
downhearted. ville Tennesseean, with J. A. Abey, circulation expert of the ness m — busi. 
Reading Eagle. 
, 
p, spet 


budget 


e mail eS meets +, 

in black aprag -wreag et Wis ‘edlasiea ak tes Ua ' Ironwood Globe any’ S. Left to right 

fe speci A. W. Shipton, publisher of Illinois | ~ e ' Noliet coe s ’ e A caught by cameraman. Left to right, Ralph E. @ New York Sun pe est addition t, *h -~- Publisher 
'. Springfield with John F. Lux, publisher © } “ag manager, Binghamton Press; C. M. Palmer, News-Press, St. Odges and Will tomas W. D e@ ANPA direc 

the sat Herald-News. oseph, Mo., and Howard Davis, New York Herald Tribune, long a director liam T, Dewart sart, Gilbert T. 

. He ca! of the ANPA. + Jr. 


‘ustome 
f looking 
can staf 


you sel, 
- building 
» Chicag? 
re among 


Inlanders at convention. Left to right, C. R. Marshall i 
: N J i ght, ©. R. Marshall, Cedar Rapids Gazette; 
Feminine interest at convention. = “i g Mow 34 vee Ss rs Centralia Sentinel, who presided at opening session; E. P. Adler 
York's International Casino, chats hg nett Washington avenport Times, and John W. Potter, Rock Island Argus. 

fe) ' 


Grand Rapids Herald, and Presc 
syndicate man. 


Earl R. Chapman, manager, 

Flint Journal, smiles at an 

amusing reference in an 
address. 


Legal lights of ANPA con- 
vention. Henry L. Shat- 
tuck, Boston; Grenville 


Clark, noted attorney: Right—W. C. Fowley and 
Charles B. Smith, Peoria James E. Stiles, Nassau Re- 
Star, and Elisha Hanson, view-Star, Rockville Center, 


ANPA counsel. N. Y., pay attention. 
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How to build bigger tonnage in 
New York-and at a PROFIT 


Baby’s morning bow! of mush, as Mother 
so often tells him, will help him grow to be a 
big, strong advertising man. It can also help 
Daddy's tonnage business in New York grow 
and be more profitable. 

Consider Baby's bow] of mush as a market 
index. Hot cereals, the kind Mother fixes for 
Baby, are found on the pantry shelves of all 
kinds of families, particularly if there are 
growing children. Hot cereals sell as hun- 
dreds of other advertised products sell. And 
where hot cereals sell best, your product, too, 
should sell best among New York's many and 
varied neighborhood markets. 

The New York Times market research de- 
partment has just made a study of hot cereal 
sales in New York City. Here are some perti- 
nent facts taken from this study, which pro- 


he New Pork Gimes 


‘‘ALL THE NEWS THAT‘’S 


vides a true cross-section picture of the New 
York City market as a whole: 

>» 10,000 above - average - income families — 
served by 70 stores—- buy 15,572 pounds of 
branded hot cereals each week; 

» 26,000 below - average - income families — 
served by 276 stores— buy 24,646 pounds of 
branded hot cereals each week; 

» the typical store serving above-average 
families sells 222 pounds of hot cereals a 
week — all branded, no loose; 

>» the typical store serving below-average 
families sells 135 pounds of hot cereals a 
week - 89 pounds branded, 46 pounds loose. 
(Fully one-third of the total tonnage sold 
through outlets serving below-average fam- 
ilies is loose - severe price competition for 
the branded product.) 
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BOWL OF MUSH 


From these facts it readily appears thi 
above-average-income families are the mos 
profitable source of tonnage business. Tw 
factors combine to make this true: quickel 
turnover (above-average families are mol 
quickly responsive to advertising) and few#! 
outlets (each outlet serves more families). 

Other studies made by our market reseat‘h 
department come to the same conclusion. As 
a result, many successful advertisers are col 
centrating more of their effort among NeW 
York's above-average families — where !Hé 
most profitable tonnage business is concel 
trated. They find it easy to do this — becau* 
The New York Times reaches more such fat 
ilies than any other medium. 

* * * 


THESE FACTS HELP YOU SELL - Studies already com 
pleted by The New York Times market research depatt 
ment cover a variety of products in the grocery *", 
drug fields. Methods and procedures used are check 


and approved by Dr. George Gallup, noted res¢#**) 


authority. Complete information will gladly be sent ® 
interested executives upon request specifying produ’ 
or types of products. Write: Market Research Dept 
ment, The New York Times, Times Square, New York,™ 
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